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“Extremely Impressed 





LT 


says Producer Nat Holt 


Hollywood 36, Calif. 


ann.0.unnee 
REFER REPLY TO: 
780 Gower Street 


Oct. 11, 1955 


Mr. O. W. Murray, Vice President 
Pathe Laboratories, Inc. 
6823 Santa Monica Blvd. 
Hollywood 36, California 


Dear Mr. Murray: 


I would like you #© know how very satis- 
fied our organization is th the laboratory work 
performed by Pathe Labopdtories on "TEXAS IADY", 
our new Eastman color perscope film for RKO re- 
lease starring Clau te Colbert and Barry Sullivan. 
This is the first lor film which your laboratory 
has processed f us and we have been extremely 
impressed by t fine quality and the rapid and 
personalized service which your staff has rendered. 


We wish to thank you and say that we hope 
you will be doing additional work for us in the near 
future. 


Yery truly yours, 


\ 


\ hue 
t Holt ‘ 


Lifelike color o 





")..the fine 
quality and 
the rapid and 
personalized 
service which 
your staff has 


rendered." 


in every scene 


iar, 
7 Af. Ll) 42 Laboratories, Inc. 


HOLLYWOOD 6823 Santa Monica Blvd. © HOllywood 9-3961 © NEW YORK 105 East 106th Street © TRafalgar 6-1120 


GREAT MOTION PICTURES ARE PROCESSED BY BDythé 


Diuthé Laboratories,inc. is a subsidiary of CHESAPEAKE INDUSTRIES, INC. 








THE BUDGET WAS MODEST 





Last year Phoenix 
Hosiery Company felt 
the need to get 

their unusual fashion 
merchandising story 
over to the thousands 
of salesgirls who 
handle their line in 
retail stores throughout 
America. They turned 
to film—with the 
result described in 
the letter reproduced 
here. 


FREE 
to film buyers and sponsors: The 
new Caravel bulletin, HOW TO GET 
THE MOST OUT OF YOUR FILM DOL- 
LAR. Write or telephone. 














the picture was big! 
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Mr. David Pincus 


President New York 1, New York 
Caravel Films Inc. 
730 Fifth Avenue December 1, 1955 


New York, New York 
Dear Mr. Pincus: 


Our sales training film, "Fashion Walks In Color", has now been 
Shown to stores in all sections of the country and with universally 
fine results. 


It is a source of personal satisfaction to me, and I know it must be 

to you also, that Caravel was able to do such a wonderful job of putting 
the Phoenix fashion story on film so that it is brought interestingly 
and simply and concisely to those people who are our bread and 

butter - the sales girls behind the hosiery counters all over America. 


I know you will also be interested in what I consider a plus benefit 
of “Fashion Walks In Color". Although our film was planned spe- 
cifically to appeal to sales girls we have made it a point to invite 
advertising, merchandising, and executive personnel to sit down with 
the sales girls and see it. In almost every instance the executives 
have been as impressed with our fashion story as have the sales 
girls, and this, of course, makes our selling jobs to the stores 
that much easier. 


Cordially, 
PHOENIX HOSIERY COMPANY 


Abo Sh Mess worth 


John W. Wadsworth 
JW/l1s Executive Asst. To Vice Pres. 











CARAVEL FILMS........... 


730 FIFTH AVENUE, NEW YORK 19, N. Y., CIRCLE 7-6110 





tree t get ready Se, 


The serious job of getting children ready to become healthy, grown-up citizens 
is entrusted to mothers. A vital assignment in impressing mothers with the 
importance of meat in accomplishing this job has been given to a new film, 
“Three to Get Ready”, sponsored by the American Meat Institute. Like the product 
it represents, the picture is thoroughly appetizing, easily digested and highly 


nourishing to the thoughts it conveys. 


“Kapha Ge Voy 


STUDIOS, INC. 


HOLLYWOOD NEW YORK CHICAGO DETROIT 
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Bellé Fewell 





The Bell & Howell Filmosound 385, new model of the world’s most widely used 16mm sound projector, with streamlined styling of two-tone, scuff-proof case. 


GREAT NEW SELLING TOOL 


for Employee Communications, Sales Promotion and Public Relations 


The famous Filmosound by Bell & Howell Bell & Howell’s Filmosound, one of the finest in- | More Filmosounds are in use today than all 
struments of this audio-visual age, is now better other makes of sound projectors combined! This 
with new 15-watt amplifier and larger than ever. The new Filmosound 385 brings you established preference stems from features like 
these design advancements: increased amplifier exclusive all-gear drive, straight-line optics, flick- 
speaker for superior sound control and output (double power under normal conditions, erless projection, simple operating controls. 


four times stronger at low voltage), sound insu- Make a note to see the new Filmosound 385 at 
fidelit eee lus other excitin innovations lated aluminum doors, an end to warm-up delay. 
y p 


your dealer’s or write now for free brochure 


HOW TRUCKERS LEARN road hazards. Pacific HOW RAILROAD PROMOTES shipping service. 
Intermountain Express uses Bell & Howell’s Filmo- To spur its growing volume of fresh-produce traffic, 
sound and a company-made sound movie to warn Santa Fe Railway shows sound movies on benefits 
drivers of highway dangers along its busiest route. of modern shipping methods to West Coast shippers. 
HONORARY ACADEMY AWARD 1954 14 
To Bell & Howell for 47 Years 
fo) Mm ote )al-1-1ala) an Orel abegielehdlelal-m ce) 
the Motion Picture Industry 
_s 
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Bell & Howell 
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PREVIEW OF CONTENTS 


| Right Off the Reel: Editorial Notes and Comment 6 
Business Screen Executive: News of Appointments 10 
Criteria for Business-Sponsored Educational Films 20 
X-Ray: a New Potential Opens Up for the Screen 26 





What’s New in Business Pictures: Briefs About Films 


Here 's how to dou ble their use! Trends and Forecast: the New Year for Films 31 


Merchandising PLUS: Calvert Shows New Product 32 
The TSl-Duolite allows you to increase the field of use for Pictorial Review: “A Place to Live 33 
your 16mm films because in the Duolite you get two methods of Meet Juncbux Clark in Chrysler's “Princivel Product” 37 
projection in one unit . . . and for the price of one unit. Now ae ae ee ee “ 

n show films in rooms and locations where it former! = ' = ‘ i 

ot) appaceansee ap gi = ily te “The World That Nature Forgot 38 
wasn't convenient or practical. What's more, in most cases 
the operation of the Duolite is easier and quicker and you Case History of a Business Film Promotion: Ohio Oil 4) 


get a more effective presentation. 


Desk Top Showing On Built-In Screen Men Who Make Pictures: News of Staff Changes 58 


The Duolite permits you to show black and white or color movies 


a : : New Audio-Visual Equipment and Accessories 62 
on a large built-in screen without darkening the room. Films F am learn 
can be shown right on your desk top, m the plant, in hotel The Off-Screen Voice: Late News and Commentary 66 
rooms and in conference rooms without setting up any extra 
equipment such as a screen, speaker, etc. This makes it ideal Reference Shelf: Useful New Catalogs and Booklets 67 


for in-plant training sessions, engineering departments, sales 


departments, advertising departments or wherever films are used. Pius: THe Nationa Directory or VisuaL DEALERS 


Two Projectors In One! 
Just flip a lever, insert another lens and the same projector 


can be used with large audiences for showing films on any 

standard external type screen. Both lenses are furnished with tas ‘ ? 

the projector. Changing them is simple. Pull . . . and the lens Office of Publication: 7064 Sheridan Road, Chicago 26 
is out. Push . . . and the other lens is in. 

The Duolite is a top quality projector throughout. Sturdy = 


construction stands hard knocks without damaging the unit. 
Service is hardly ever required. When it is, no special tools 
are needed. 


IN NEW YORK CITY 
Robert Seymour, Jr., Eastern Manager: 489 Fifth Ave. 


Check now on this most complete projector . . . available only Riverside 9-0215 + MUrray Hill 2-2492 
from Technical Service, Inc. You'll find it to be the ideal 
projector for all of your uses and it's priced right too. Tn 


IN HOLLYWOOD 
Edmund Kerr, Western Mgr., 3028 Beverly Boulevard 


15] T E C H A L Telephone: DUnkirk 7-2281 
E 
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color...use byron . ~~ 
o( 2, \. 


color-correct* 







, % Byron color-correct* prints give you color that is 

Q never too light — never too dark — color that is always 
a right! Such perfection is a regular service at Byron ; 
r + } — backed by efficient personnel, precision be Oo + 
A 4 * equipment, operating in a plant designed for peak In} Y Oo 
U] y performance. Byron quality, Byron service costs a 
Qj a no more, and is available in 8 hours if necessary. t 
Write, wire, or call today for an 


\\ 
early start on your job! Y a 
0 


... and for balanced service 
byron Offers you these 16mm 


production facilities: cl 
script_____ recording —\ 


art___ location photography ie 


~ 


titling _.__ music library 


animation___._ sound stage 





complete black and white 


editing ‘laboratory facilities 


sound effects___.__ precision magnetic striping 


by ron Studios and Laboratory 


1226 Wisconsin Avenue, N.W., Washington 7, D.C. DU pont 7-1800 
*Reg. U.S. Patent Office 


SEND FOR YOUR COMPLIMENTARY COPY OF THE 3 ILLUSTRATED BULLETINS ON “PRE-PRINT 
PREPARATION” AS DEVELOPED AND RECOMMENDED BY THE ASSOCIATION OF CINEMA LABORATORIES 
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SLIDE-FILM 


PRODUCERS 





WE BEGIN WITH YOUR 
e sound 


(DONE IN OUR STUDIOS OR YOURS) 
AND END BY PROVIDING YOU WITH THE 
e finest 
e slide-film pressing 
e in the industry 


we MH music 
supply f SOUND EFFECTS 
all [i SIGNALING * (ESI) 
—> MASTERING 
or ff PROCESSING 
any {| PRESSING ** 
part [f PACKING & SHIPPING 


*ELECTRONIC SIGNAL INSERTER AN 
EXCLUSIVE DEVICE DEVELOPED BY US 
FOR PERFECT SIGNAL PLACEMENT. 


**PURE RED VINYLITE RECORDS 
DISC recording - masters 
processing + pressing 
TAPE recording - editing 
assembly 


FILM recording - re-recording 
transferring - interlocking 


write or phone for 


Pet ral Producer ale Last 


UNIVERSAL RECORDERS 


6757 HOLLYWOOD BLVD. 
HOLLYWOOD 28, CALIF., HOllywood 9-8282 





Right Off the Heel 


A COLUMN OF EDITORIAL COMMENT 


Victor 16mm Projector of 1923 to Archives 
of DAVI at lowa City as Collection Grows 
* One of the first 16mm motion picture projec- 
tors manufactured has been presented to the 
Archives of the Department of Audio-Visual In- 
struction of the National Education Association 
in lowa City. The early projector was given to 
the Archives by Samuel G. Rose, president of 
Victor Animatograph Corporation of Davenport, 
lowa. 

The projector is a hand-cranked unit manfac- 
tured in 1923. It was designed by Alexander F. 
Victor, former president of the Victor Ani- 
matograph Corporation, who now lives in Cali- 
fornia. This historic projector will be displayed 
in the DAVI Archives now located in the new 
State University of lowa Library, along with 
other Archives materials. 

Accepting this historic projector for DAVI 
were Bruce E. Mahan, dean, Extension Division 
and Lee W. Cochran, executive assistant, Ex- 
tension Division, State University of Iowa, and 
a member of the Archives Committee of DAVI. 
Although the exhibit of equipment in the Ar- 





Shown at the lowa City Archives’ presentation are 
(| to r): Lee W. Cochran, Exec. Asst. Extension Div. 
at lowa; S. G. Rose, President, Victor Animatograph 
Corp. and Bruce E. Mahan, Dean, Extension Di- 
vision, State University of lowa. 


chives will not be large, according to Extension 
officials, it is “thought that perhaps other manu- 
facturers will make contributions of ‘first’ types 
of audio-visual equipment for preservation in this 
national Archives room.” 

Mr. Rose’s donation of the heirloom Victor 
projector and the DAVI Archives invitation de- 
serve commendation. Business SCREEN submits 
that the Archives display limitations should not 
limit larger possibilities. 

We suggest that DAVI’s Archives should be 
the basis for an adequate museum for the relics 
of what is, in many respects, the most versatile 
and powerful communications medium. Indus- 
trialists and private collectors in possession of 
significant a-v memorabilia 
otherwise 


mechanical or 
ought to eagerly yield these treas- 
ures to the table of communications history. 

If a representative collection of objects of 
progress from every period of educational a-v 
advancement were readily available to the re- 
searcher. the accurate chronology and steady 


development of this field could more easily be 
documented. Made public, such a collection 
would bear witness to the genius and tenacity 
which produces the filmed communications in- 


dustry. Ly 


Detroit Museum of Art Holds Screenings 
of Factual Films by “Film Makers: Detroit’ 
* The ornate doors of the Detroit Institute of 
Arts, home of world famous works of art, re- 
cently opened to welcome the products of the 
makers of sponsored motion pictures. 

Through corridors lined with Rembrandts, 
Titans, Brueghels and other masterworks, De- 
troiters passed to the large auditorium to see 
“golden screen” features which are produced in 
their own city. Overall title of the program was 
“Film Makers: Detroit.” 

The Institute showing was divided into two 
sections, for presentation on separate evenings. 
George W. Stark, president of the Detroit His- 
torical Society, who introduced the pictures, paid 
tribute to the contribution of the business screen 
to the public good. 

Chosen for the program were: Body Bountiful 
and The Turning Point (General Motors Corp.) ; 
Give Yourself the Green Light and The Priceless 
Heritage (The Jam Handy Organization, Inc.) ; 
Big Scot and William Johnson and the Draggin’ 
(Wilding Picture Productions, Inc.) ; Brittany 
and the Sea and | Remember Paris (Wayne Uni- 
versity . 

The program, which received wide notice in 
the Detroit press, was arranged by Franklin Page, 
curator for films and television. Detroit Institute 
of Arts. Le 


(THIS COLUMN CONTINUES ON PAGE TWENTY-FOUR) 








Synchronous Motor Drive for 


16mm Projectors 


Especially designed to drive all Bell & Howell, Ampro 
and Victor 16mm projectors at synchronous speed. 
The synchronous motor drive can be instantly attached 
to projector and taken off at any time. No special 
technical knowledge required for installation and 
mounting. 

The synchronous motor drive is complete with base- 
plate, Cannon plug for cable and power switch, and 
a set of reduction gears. 

Write for more details and prices 

Also available on special order. Synch. Motor 
Drive for all Simplex 35mm _ portable projectors. 


ONE YEAR GUARANTEE! immediate Delivery 
Available at leading dealers, or direct. 


CINEKAD 
ENGINEERING COMPANY 
500 West 52nd St., New York 19, N. Y. 
Plaza 7-3511 
DESIGNERS AND MANUFACTURERS OF 
MOTION PICTURE-TV EQUIPMENT 


Send for free folder of illustrated Motion Picture and 








Audio-Visual equipment manufactured by Cinekad 





BUSINESS SCREEN MAGAZINE 














We enter the new year with 
renewed confidence in the continued progress 
of all business and particularly the business 
of writing and producing audio-visual media. 
Greetings to our clients, present and future, 
and to our competitors in the expanding field 
of commercial pictures. May 1956 be a year of 


rich rewards for men of good will everywhere. 


WV { a rr 4 a | GS CHICAGO NEW YORK CINCINNATI ST. LOUIS 
) o G 
VA Zi a Ts DETROIT CLEVELAND PITTSBURGH HOLLYWOOD 
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hand rewind negative rewind set differential rewind 











power rewind 
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precision film editing equipment 





vs 


HO 2-3284 

956 NO. SEWARD ST. 
HOLLYWOOD 38 
CALIFORNIA 


synchronizer split reels film racks 








vault cans swivel base tightwind 





HOLLYWOOD FILM COMPANY 


editing table 








film storage cabinet 


at better dealers everywhere 











“This Is Automation” New GE 
Film Marks Series Milestone 
* With the delivery to General Elec- 
tric in December of This 1s Automa- 
tion, the latest of the company’s 
continuing “‘More Power To 
America” film series, Raphael G. 
Wolff Studios, Inc. of Hollywood 
celebrated a ten-year milestone as a 
producer of motion pictures in this 
series. 

The Wolff Studios produced the 
first of the group, which was en- 
titled More Power To America, in 
1945 and in the following decade 
has produced six more, including 
This 1s Automation. All in sound 
and color, they are: Clean Waters, 
More Power To The American 
Farmer, Lease On The Future, Tex- 
tiles Unlimited, Pipeline To The 
Clouds, and Freedom and Power. 

This Is Automation, is devoted to 
the history, growth, concept and fu- 
ture of automation and traces its 
evolution since its inception in the 
early 19th century. 

“The More Power To America” 
series, designed to promote the use 
of electricity in the United States, 
has proved to be one of the most 
outstanding of all continuing in- 
dustrial motion picture programs. 

“General Electric’s concept of this 
series has been wise and far-seeing™ 
Raphael G. Wolff. president of the 
Wolff Studios, points out. “The 
company has established a pattern 
in industrial film sponsorship which 
results in its obtaining tremendous 
efficiency from the medium. 

“The series has never tried to 
‘wrap up’ the subject of electrical 
power in any single film. Instead, 
the various facets of power use have 
formed the themes of individual pic- 
tures — and the potency of the idea 
is testified to by the fact that the 
series has now celebrated its tenth 
anniversary.” ye 








INDUSTRIAL FILM 
SALESMAN 


Medium-sized producer with 
exceptional facilities and long 
experience in New York wants 
top-flight producer-salesman 
with proven clean record, ca- 
pable of producing half-mil- 
lion in sales yearly. Such a 
man can make any reasonable 
deal he desires, including part 
of business. Give complete his- 
tory in first letter. Don’t apply 
unless you can prove sales rec- 


ord. Replies kept confidential. 


Write Box 12-5 
BUSINESS SCREEN 
489 Fifth Ave., New York 17 
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ED REICHARD 


CHIEF ENGINEER 
22 YEARS WITH CFI 
22 YEARS IN FILM INDUSTRY 


TED FOGELMAN 


SUPERINTENDENT, 16MM. 
19 YEARS WITH CFI 
19 YEARS IN FILM INDUSTRY 


CONSOLIDATED 
FILM 


INDUSTRIES 


959 Seward St., Hollywood 38, Calif. e HO 9-1441 


in New York: 1740 Broadway 
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PN well Mo} Mm ial -MealeliloliM Mel -telellile| 
film processing laboratories, 
our, single purpose is to help 
advance the entire film industry 
oA Teoh aleilile MEI) ol-lale] mma gohar: 


manship, inventiveness and 





service in our own field 


Our equipment is the finest 
what we cannot buy to suit us, 


we invent and build 


But our great pride is our men 
Without exception, every man 


at CFI is an expert at his job 












NEW, 


OO 


For 2x2 slides 
and filmstrip 









Only 


ad ed 


with carrying case 


*7 450 


The New AO Producer 500 combination single frame filmstrip 


and 2 x 2 slide projector utilizes the finest optical components, 


yet is small, compact, weighs only 6 lbs. This powerful 500 watt 
projector produces the ultimate in screen illumination and pre- 
cise definition. 
So easy to use — even a child can operate the new Producer 
500. Finest mechanical conveniences are built into this superior 


projector. 


Compare these Outstanding Features — 


Powerful 500 watt lamp 

5” focal length, 

all-coated projection lens | 

Exclusive AO condensing system 

with AO patented heat filter 
Pressurized cooling system — 

complete protection to film 

Removable glass pressure plate film unit 


Positive film framing — 

simple lever operation 

Push-thru slide changer 

with exclusive ejector spring 
Accommodates Airequipt Automatic 
Slide Changer 

Deluxe, leatherette covered 

wood carrying case 


American Optical 
CHELSEA, MASS. 
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Dr. Cyril J. Staud Named 
Kodak Research Director 

® Dr. Cyril J. Staud was elected vice- 
president in charge of research of 
Eastman Kodak Company at a re- 
cent meeting of the company’s board 
of directors in Rochester, New York. 
He succeeds Dr. C. E. Kenneth 
Mees, who has retired. Dr. Mees re- 
mains a board member. 

Dr. Staud, an outstanding scien- 
tific leader with more than 30 years 
in industrial research, has been di- 
rector of Kodak Research Labora- 
tories since 1947. He has published 
numerous papers on industrial and 
color photography, industrial re- 
search, photographic emulsions and 
cellulose and its derivatives. He is 
credited with many inventions deal- 
ing with Kodak’s scientific interests. 

For his contributions to photogra- 
phy and photographic research, he 
has been named a fellow of the So- 
ciety of Motion Picture and Tele- 
Royal Photo- 
graphic Society; Photographic So- 
ciety of America; New York Acade- 
my of Sciences, and an associate of 
the Oval Table Society of New York, 
honorary photographic group. This 
year, he was cited by the Profes- 
sional 


vision Engineers; 


Photographer's Association 
for distinguished service to the field 
of professional photography. 


ue * * 


Heads Sandoz’ Public Relations 


® Dr. C. Henze. Vice-President of 
Sandoz Pharmaceuticals, has an- 


Blair Tinkess has 
assumed responsibility for public 
relations of the firm. Mr. Tinkess 
will also continue as Film Editor 
of the Sandoz Medical Film Library. 


* * * 


nounced that 


Burnham Elected to Civic Post 
William Burnham, sales vice-presi- 
dent of Transfilm Incorporated, has 
been elected Selectman in Weston, 
Conn. Serving with two other men, 
Mr. Burnham’s post is the equivalent 
of one-third of a mayor. 


Ellis Honored for 20 Years 
at Columbia Records, Chicago 
* A job record among records was 
observed when Jerry Ellis, manager 
of the Chicago office of Columbia 
Records Transcription Division cele- 
brated his 20th anniversary at a 
small gathering recently in Chicago. 
Among other tokens of appreci- 
ation for his two decades of service, 
Ellis was presented with an en- 
graved gold watch by the company. 
A veteran of more than 25 years 
in the field of transcription, as a 
producer and now as a manager in 
Chicago, Ellis this Spring will also 
be in charge of the transcription 
operations at the new Chicago 
Arena, in the process of completion. 


%& % ¥* 


Reed Directs School Relations 
for Minneapolis-Honeywell 

* Appointment of A. Lachlan Reed 
to the newly created position of 
director of industry-education rela- 
tions for Minneapolis - Honeywell 
Regulator Company has been an- 
nounced by Gerry E. Morse, vice- 
president in charge of employee 
relations. 

Reed has been serving as special 
assistant to the United States Com- 
missioner in Education in Washing- 
ton, D.C., since early 1954. 


ae * * 


Eugene Remels to Manage 
United World Dallas Branch 

® Eugene Remels has been named 
manager of the Dallas, Texas, 
branch of United World Films, Inc., 
according to John D. Desmond, gen- 
eral sales manager of the 16mm 


motion picture distribution com- 
pany. 

Remels, formerly manager of 
United World’s New York Ex- 
change, was with the Army and Air 
Force Motion Picture Service for a 


number of years and brings to his 


new post a long experience in film 
distribution. 





* % * 


Reinschild Joins 
RCA Custom Records 


New member of the 
sales staff at RCA Cus- 
tom Records is Carl 
Reinschild, formerly of 
Columbia Transcriptions 
where he handled special 
projects. 

Mr. Reinschild will 
handle representation on 
slidefilm 


premium records, and 


transcriptions, 


related lines as well as 
commercial recording 
accounts, 


Score your next 


Langlois Filmusie, Ine. 


619 WES” 54TH STREET 
NEW YORK 19, N. Y. 


Hollywood - Toronto - London - Paris 















picture at 


JUdson 6-4155 
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DEPENDABILITY 


A reputation for dependability is established by many Sound Masters, with complete facilities and competent 
satisfactory accomplishments over a period of time. Once personnel, has through the years so organized its opera- 
attained it becomes the catalyst that coordinates all other __ tions that exacting clients have learned to recognize and 


worthy qualities of a business. appreciate its dependability. 








MOTION PICTURES 
SLIDE FILMS 


SOUND MASTERS, INC. | cx 


——sstanush>ws7 165 WEST 46TH STREET, NEW YORK 36, N.Y. Meee 


SOUND MASTERS 
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MOVIELAB 













UALITY 


is our business 
Jbis- 
personalized 
Service 





ROUND -THE- CLOCK SERVICES 


Negative Developing 
First Print Department 


Ultra Violet and 
Flash Patch Printing 


16mm and 35mm 
Release Printing 


Kodachrome Printing 
63 Editing Rooms 


SPECIAL TV SERVICES 





For Color it’s 





Now 
Celebrating 
Our 25th = 
Anniversary | 


FILM LABORATORIES, INC. 


619 West 54th Street, New York 19, N. Y. JUdson 6-0360 


Sight and Sound 


NEWS OF GENERAL INTEREST 
National Council of Churches 
Planning 13th A-V Workshop 
* Sounding the call early enough 
for easterners and mid-westerners to 
arrange a trip to the west coast, 
The National Council of Churches 
of Christ in the United States of 
America has announced that the 
13th International Workshop in 
Audio-Visual Christian Education 
will be held at the University of 
Southern California, Los Angeles, 
August 18-24, 1956. 

The 13th Workshop will follow a 
post-summer session in audio-visual 
use, held on the University campus, 
August 6-9. The 1956 meeting is a 
“new departure” for the Workshop, 
which traditionally has been held 
at Green Lake, Wisconsin. 

The Workshop’s purpose is to 
provide time and resources, both of 
materials and leadership, for all 
who are seeking to use new and 
better tools for achieving the Chris- 
tian Mission. The Workshop is held 
under the auspices of The National 
Council’s Committee on Audio- 
Visual and Broadcast Education in 
cooperation with the University of 
Southern California, The Church 
Federation of Los Angeles and The 
Southern California Council of 
Churches. 

Attending the Workshop will be 
Council national staff members, de- 
nominational and 
tional, 


interdenomina- 
responsible for 
audio-visual production and visuali- 
zation; area workers 


who are 


audio-visual 
coordinators; local church workers. 
Invited to work with these groups 
are producers, distributors and 
manufacturers of a-v materials and 
equipment. 

Special emphasis during the Work- 
shop will be on better audio-visuals 
for better church work. Guided field 
trips are planned to acquaint church 
workers with new a-v techniques. 
Participants will study pre-produc- 
tion planning in relation to the 
Christian program of the churches, 
best methods of production, ade- 
quate field introduction and training 
for use, and integration of the 
audio-visual resources into the cur- 
riculum. 

A detailed schedule of events. ac- 
commodation and transportation in- 
formation and registration blanks 
are available in a brochure. Contact 
the Department of Audio-Visual 
and Broadcast Education, National 
Council of Churches, 79 East Adams 
Street, Chicago 3, Ill. Registration 
fee per delegate is $20.00. The 1957 
Workshop? Back to Green Lake, 
September 4-10, 1957. Vy 


Foreign Film Production Rise 
Seen as Equipment Sales Boon 
* Eric Darmstaedter, vice-president 
and general manager, Reeves Equip- 
ment Corporation, 10 East 52nd 
Street, New York, has been ap- 
pointed by Animation Equipment 
Corporation, New Rochelle, N.Y., 
to handle the complete line of Ox- 
berry camera installations in all 
foreign markets except France and 
England. 

According to Darmstaedter, for- 
eign governments and industries are 
expanding the production of ani- 
mated and live films for propaganda 
purposes and for education, docu- 
mentaries and news. The govern- 
ment of Colombia in South America 
recently completed a new studio for 
the production of 16mm and 35mm 
films for the country’s television net- 
work. 

The 


great 


Bolivar studio handles a 
amount of work for the 
Venezuelan government. Other stu- 
dios like Star in Hong Kong, Shaw 
in Singapore and Incom in Rome 
are experiencing an upsurge in film 
interest. Other than the U.S., Darm- 
staedter believes the countries pro- 
ducing the greatest footage prob- 
ably are India, England, Japan, 
France, Italy, Austria, Germany, 
China, Argentina, Mexico and Indo- 
nesia. This growth is seen as a 
world opportunity for equipment 
sales. 

Darmstaedter has been closely as- 
sociated with the motion picture 
business since 1929. He was one of 
the founders of Reeves International 
and in 1949 The Equipment Di- 
vision formed its own company 
under the name of Reeves Equip- 
ment Corp. 








SCENARIO 
WRITER WANTED 


We need an experienced, pro- 
fessional scenario writer, with 
knowledge of industry, willing 
to live in Pittsburgh, Cleve- 
land or vicinity. We do NOT 
need a director-writer, produc- 
er-writer, speech-writer, pro- 
posal-writer or outline writer, 
but a man who can set picture 
and sound down on paper in 
a way that will play. We are 
an old, well-established well- 
financed company, giving our 
customers the top quality of 
the industry, and we will pay 
top money to the right man. 
Our people know of this ad- 


vertisement. 
Write Box 55-12A 


BUSINESS SCREEN 
7064 Sheridan Road, Chicago 26 
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FROM eI. Gr. Wc Alister 


AN ECONOMICAL 
FACTORY-DIRECT 
BUY OR RENT PLAN 


SAVE MONEY... order direct from manufacturer 
SAVE TIME... order from one source 
SAVE WORRY... fast, accurate shipment 





Send coupon today for colorful, free catalog- 
brochure “New Dimensions in Controlled 
Studio Lighting” and complete information 
on the J.G. McAlister factory-direct, 

“Buy or Rent Plan”! 


ium. a 


~ ’ 
1117 No. McCadden Place g 
Hollywood 38, Calif. 
Gentlemen: a 
Please send me free catalog-brochure, “New 

Dimensions in Controlled Studio Lighting” and 

g facts on the economical, factory-direct plan. No 

i obligation on my part. 






the newest 
most advanced 
lighting equipment 
is made by 











J. G. ster, Inc — ‘aia 
@ company oe: hk 
¥ ADDRESS Ue z 


CITY. SON Buu BT AT Bcc 
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EVERYTHING FOR 
EASTERN 


PRODUCTION 



































LIGHTING 
EQUIPMENT 


GRIP 
EQUIPMENT 


Incandescent ReMectors 
Equipment 

H. |. Arc Equipment Ladders and Steps 
Choke Coils Parallels 
Dimmer Equipment Dollies 
pate Microphone Booms 
Boxes and Boards 

Scrim Flags 
Diffusers 
Bulbs Black Flags 
Generator Sets Dots 
TV Scoops Stands 

PROPS 


Catalogs upon request 





333 West 52nd Street * New York 19, N.Y. 
Circle 6-5470 








INC, 
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Eastern Location Site Now 
Available at Irvington, N.Y. 
* An unusual and versatile site for 
motion picture location shooting is 
being opened at Irvington, New 
York. It is a secluded country day 
camp and private school located on 
a large estate 30 minutes from Times 
Square. 

The facilities offer many possi- 
bilities, both indoor and out. Wind- 
ing roads lead to a Georgian man- 
sion overlooking the Hudson, formal 
landscaped gardens, terraces, roll- 
ing lawns, lush shrubbery, beautiful 
trees and an English gabled cottage. 
Further back on the estate are 
meadows, thick woods, hiking trails, 
fish and duck ponds and a clear 
running brook. 

There is a large swimming pool 
in a picturesque setting, athletic 
fields, archery range, completely 
equipped children’s playgrounds, 
miniature golf course, stables, corral. 
Available for use too is farm and 
maintenance machinery. 

\ unique educational zoo is on 
hand. Animals, both exotic and 
farm, are friendly and tame and 
may be used for filming. 

Indoor facilities are equally com- 
prehensive. There are children’s 
classrooms, an infirmary, a gym- 
nasium, a library with large fire- 
place, music room with grand piano, 
dining rooms, game room, kitchen 
linens, 
china and silver. There is an en- 
closed office with files and type- 
writers. The interior of the mansion 


completely equipped with 


is stately, with balconies, winding 
staircases, and a selection of fifteen 
bathrooms . . . one with a fireplace, 
if you please. 

Garages are available for storing 
equipment during filming oper- 
ations. 

Further information may be ob- 
tained from the Wood-Lane Country 
Day Camp, 141 South Broadway, 


Irvington, N.Y. mR 


a * % 





Wood-Lane Country Day Camp grounds and 
buildings at Irvington, N.Y. (story left). 


Business Consultant, Producer 
Integrate Sponsor Operations 
* A unique business-motion picture 
relationship recently was announced 
by Raphael Elan, president of Elan- 
Porter Productions, Inc., producers 
of industrial films and _ television 
commercials and Leo Nejelski, head 
of Nejelski and Company, consult- 
ants to business management. both 
firms of New York. 

Although both companies retain 
their complete autonomy, an _ or- 
ganic integration 
transfer - 


through stock 
has been effected where- 
by each firm will function in its own 
sphere toward specific mutual ob- 
jectives: Elan-Porter will operate as 
a film producing adjunct and as 
consultants on film in the business 
management operations of Nejelski 
and Company; while Nejelski and 
Company will operate as business 
consultants to Elan-Porter. 

Nejelski voiced the objectives of 
the association from the point of 
view of his firm as follows: 

“In our function as consultants 
to various businesses we have fre- 
quently found film for institutional, 
operational, sales promotion, sales 
training and other purposes a valu- 
able help to management. We ex- 
pect — through a more intimate re- 
lationship with Elan-Porter bring- 
ing them sooner into the picture in 
the consultation and planning stages 
—to give management a_ fuller 
understanding of the flexibility and 
applicability of the film medium to 
various business problems.” Ve 





E-Cell-O Authorizes 





a Half-Hour Picture 

* The Pure-Pak Division 
of Ex-Cell-O Corporation 
tying to its 1956 national 
advertising campaign on 
the “New Story of Milk” 
has authorized produc- 
tion of a half-hour color 
film. The film is to tell 
the new story of milk, 
emphasizing dairy indus- 
try progress and today’s 
modern methods of milk 
processing and distribu- 


tion. ! 


COLOR or B&W — 16 of 35MM 


343 LEXINGTON AVE. 
NEW YORK 
LExington 2:7378-9 


ART#yVIDEART 


| 
ANIMATION | 
TITLES | 


OPTICAL PHOTOGRAPHY 


16, N.Y. 
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“FIRST IN THE HEARTS OF FARMERS” 22 mins 
ANOTHER ‘FIRST’ FOR 
MR. WASHINGTON” 10 mins 
The story of plant ds and land management 
woven around some experiences of George Washington. 


on the breeding of 


“STAR BOARDERS 


A cal film 


’ 30 mins 
: y olstein cal! 
_rEPIC OF Holstein ool 


r girl 1% 
wnisin tarm des al 
—_ ¢ her own. Inclu 


DAIRYLAND' 
raises @ 


25 mins. 
; ssed 
1s ER” - i od skills posst sse 
“jum i Lae account of the varis 


; 
hy the American farmes 


AND MANY OTHERS for such sponsors as Amer 
can Plant Food Council, American Soybean Assn., Ethyl 
Corp., ational Cotton Council, The Texas Company 
AND MANY OTHERS 





a : Audio Productions, Inc. 


ee FILM CENTER BUILDING - 630 NINTH AVENUE - NEW YORK 36, N. Y. 
TELEPHONE Plaza 7-0760 






























































Set A.N.A. Spring Meet for 
| March 14-16 in Hot Springs, Va. 
| @ The 1956 Spring Meeting of the 
| Association of National Advertisers 
_ will be held Wednesday, Thursday 
and Friday, March 14, 15 and 16, 
1956, at the Homestead, Hot 
Springs, Virginia. 
As in past years, the meeting will 
_ be open to A.N.A. members and in- 
| vited guests. Appointment of the 
meeting’s program chairman will be 
made at the next meeting of the | 


| A.N.A. board of directors. Appoint- 
p af nm 0 WE | ments of leading advertising and 
marketing men to the program com- 


mittee will be made shortly there- 
after. 


Release Prints Guarantee et in a te 


® House for the Bride, an eight- 
minute sales promotion film in 


a a 
color is being produced for United / 
States Steel Homes, Inc., at Al Stahl 


Productions, New York. 
United States Steel Homes, Inc., 


is a division of United States Steel 
0 Our 0 liC Corp. engaged in the production, 
ses packaging and delivery of all the 
components necessary to build a 
] house. 

0 Our eSSd p Designed to be shown at sales 
sess 5 meetings to district managers and 
area salesmen, the motion picture 
presents the company’s sales promo- 
tion plans for 1956: layouts for ads 
in trade, local and national print 
media, point-of-sale advertising ma- 
terial; material for local tie-ins with 
radio and television broadcasts. The 
agency handling the production is 
Batten, Barton, Durstine & Osborn. 





Available for Television 
In 1956 Color Reproduction Company will con- | ®* Faster Than You Think, a 13%2- 


adie cat. : 3 minute motion picture sponsored by 
YOUR ASSURANCE OF eres speciolion eeceatieny st Hay Soto Wedtbaghones Electric ean ae 


Film printing. Seventeen years of experience 


a * * 
Westinghouse Film on Jets | 


is available for nation-wide tele- 1’ 
BETTER 16mm PRINTS and “know how” in 16mm color print special- vision use through Princeton Film 
ization has earned Color Reproduction Com- | Center, Inc., New Jersey. 
pany a reputation for guaranteed film quality Faster Than You Think is a fast- 


eee ‘ moving film on the mechanism of 
which is the Standard of the 16mm Motion | ia aidda: Cateare. wechndante 


Picture Industry. Next time you order Release | and narration explain the jet oper- 
Prints be sure Color Reproduction Company | ation. High-speed photography 


makes them for you! brings the viewer a clear picture of 
jet planes flying “faster than you 


think.” 





st Distinctive Hot-press 


REPRODUCTION COMPANY |ACneinte 


7936 Santa Monica Blvd., Hollywood 46, California 


Telephone: Hollywood 4-8225 


Since [72/1938 





or FREE tape beat 


Knight Title Service 


Telephene: WAthing 44-6688 


| 
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“THE CONSISTENCY OF DU PONT FILM is so good 
that we're never aware of changing from one batch 
to the other,” says Mack Stengler to Assistant Gene 
Farrell and Du Pont Technical Representative 


Holly Moyse. 
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ON THE LIBERACE SET with the production team of Guild Films Co. 
That’s Chief Cameraman Mack Stengler at right with pipe. The 
Liberace Show is seen on 232 stations throughout the country. 


“Speed? It’s terrific in our business. We 
haven’t time to re-do a sequence because of 
poor negatives ... and that’s where the 
quality of Du Pont Film counts.” So says 
Chief Cameraman Stengler of Guild Films 
Co., Inc., one of Hollywood’s most success- 
ful TV production companies. 

“Du Pont ‘Superior’ 2 places practically 
no limitations on cameramen. We can work 
with complete freedom and use more effec- 
tive lighting than we can with other films. 
We normally shoot TV productions just as 


we would theatrical films. And, by using 
Du Pont Type 824 low contrast positive 
film, we are getting excellent prints that 
more than meet the high requirements of 
television. 
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this to say, ““Du Pont Film is tops. 


“TAKE A LOOK,” says Mr. Stengler as he passes 
viewing filter to Duke Goldstone, West Coast Exec- 
utive Producer for Guild Films. Mr. Goldstone has 


. we've used it 


exclusively for three years.” 


“Our first takes are generally our final takes— 
thanks to dependable Du Pont Film and service” 


says Mack Stengler, ASC, Chief Cameraman for Guild Films Co., Inc. 


“Look at the Liberace set,’’ continues Mr. 
Stengler. ‘“To get a face above these snow- 
white drapes is really tough. But, with 
Du Pont Film, we do this sort of thing every 
day. It gives us exceptional latitude and 
image quality. In fact, this film gives me 
everything I want from the lab right on up. 
I’ve been using Du Pont Film since 1926... 
I’m sold on it and the service that goes 
with it.” 

For your television footage .. . studio, 
feature, sports and newsreel... be sure of 
the best. Specify Du Pont Film. There’s a 
type to meet your exact requirements. 
Available in all standard lengths (100 to 
2000 feet). 


SPECIFY ov ronr MOTION PICTURE rum 


FOR MORE INFORMATION, write or call 
the nearest Du Pont District Office (listed 
below) or the Du Pont Company, Photo Prod- 
ucts Department, Wilmington 98, Delaware. In 
Canada: Du Pont Company of Canada 
Limited, Montreal. 


DISTRICT OFFICES 


805 Peachtree Bidg 

140 Federal Street 

3289 N. California Ave., 

1033 Union Commerce Bldg 
1628 Oak Lawn Ave 

7051 Santa Monica Bivd 
248 West 18th Street 

225 South 15th Street 


ATLANTA 5, GA 
BOSTON 10, MASS 
CHICAGO 18, ILL 
CLEVELAND 14, 0 
DALLAS 7, TEXAS 

LOS ANGELES 38, CALIF 
NEW YORK 11, N.Y 
PHILADELPHIA 2, PA 


ate ys par orf 


BETTER THINGS FOR BETTER LIVING 
... THROUGH CHEMISTRY 











For |6émm. Film — 400’ to 2000’ Reels 
Protect your films 


Ship in FIBERBILT CASES 


Sold at leading deaiers 


Only bear 
original this 
Fiberbilt TRADE 

Cases MARK 





The Big Sixth! Next February, ‘56 
‘Business Screen Brings That Sixth 
Production Review of the Year! 











One 

of America’s 

Great Industrial 
Film 

























PICTURE PARADE 


23rd Travel Film Released by 
Pan American World Airways 
* Pan American World Airways. 
which uses motion pictures as per- 
suasive previews of lands reached 
by its passenger fleet, recently re- 
leased its 23rd travel film. 

Wings to Germany, the newest in 
the Pan American series, shows the 
Germany of today, contrasting its 
modern cities to its historic past. 
In sound and color, the film takes 
the audience through Frankfurt, 
West Berlin, medieval Rothenburg, 
quaint Black Forest villages, and 
Bayreuth, home of the Wagner 
Music Festival. Also depicted are 
Garmisch-artenkirchen in the Ba- 
varian Alps, internationally-known 
winter resort, and the fabled Rhine 
Valley. 

German folk-songs and dances 
which grace the many festivals and 
pageants of the country are shown, 
with music especially recorded. 

Clubs, churches, civic and com- 


munity organizations may obtain 


the film free from Pan American 
offices throughout the United States 
and abroad. 









Sylvania TV Awards Honor 
Three Producers of Commercials 
* Three television film commercial 
producers received Sylvania Tele- 
vision Awards at the annual pre- 
sentation held at the Waldorf- 
Astoria Hotel in New York on 
November 29. George Blake Enter- 
prises was cited for its Instant 
Sanka spots; MPO Productions for 
Schweppes; and Transfilm Incorpo- 
rated for Saran Wrap. 

Although Sylvania has been con- 
ducting its award programs for five 
years, honors to TV commercials 
began only last year. 

The sponsors and advertising 
agencies for the three award win- 
ning spots were also cited: The Dow 
Chemical Company and MacManus, 
John & Adams for Saran Wrap; 
General Foods Corp. and Young & 
Rubicam for Instant Sanka Coffee; 
and Schweppes, Ltd. and Ogilvy, 
Benson & Mather for Schweppes. 


% co t 


Films on Jewish Subjects 

to be Considered for Awards 
* The outstanding film and filmstrip 
on a Jewish subject, released during 
1955, will be presented a special 
award by the National Council on 


Murphy 


Productions, Inc 


723 SEVENTH AVENUE 


NEW YORK 19, N 


Jewish Audio-Visual Materials. All 
entries should be in the Council of- 
fices not later than January 4. 

Sponsored by the American Asso- 
ciation for Jewish Education, the 
National Council on Jewish Audio- 
Visual Materials is a coordinating 
body of 36 national and local Jew- 
ish organizations active in the field 
of culture and education, whose pro- 
gram is to evaluate audio-visual 
materials of Jewish interest, dissemt- 
nate information about these media 
and to stimulate interest in the utili- 
zation of a-v materials in Jewish 
schools, clubs, synagogues and or- 
ganizations. 

A committee of prominent educa- 
tors and film-makers will constitute 
the board of judges. Awards will be 
made at the 6th Annual Meeting and 
Workshop of the Council in May, 
1956. Announcing the award, Dr. 
Albert Schoolman, Council chair- 
man, suggested that producers sub- 
mit information about their films 
and filmstrips to Dr. Zalmen Sle- 
singer, executive secretary, National 
Council on Jewish Audio-Visual 
Materials, 1261 Broadway, New 


York 1, N.Y. iy 
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The direction— of an re ‘iin ~) 3 a) Cdyn rocedure where experience plays an im- 


portant part in obtaining the desthed effects. Agu 35% is i in the film processing laboratory. 


{ 


At Precision, expert guidance through each hase of) the processing operation assures 


producers, cameramen and directors the Finest poasiblé results. 


All of which leads to another form of direction: West of 5th Avenue on 46th Street in New 
York to Precision. That’s the right. direction for you wherever you are and whatever your 


film processing problem. ,) 
— 


In everything there is one best... film\processing, it’s Precision. 
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THE MYTH Association of National Advertisers Issues Booklet 
Defining Educational Criteria for Sponsored Films 


OF PRICE a FILM sponsors hoping tion planning of films and other 





to reach the classroom student audio-visual materials used by edu- 
will find sound counsel in a new 16- cators. Four main categories - 
RESISTANCE page booklet, “Criteria for Business- curriculum approaches, educational 
Sponsored Educational Films,” just subject matter, production require- 
issued by the Association of National ments, and distribution policies 
Advertisers. In 22 basic points, the are considered in the effort to sum- 
booklet outlines criteria to help the marize the needs of the teacher in 
business sponsor meet curriculum using all types of audio-visual ma- 
needs of the nation’s schools as he terial. 
plans his film production. DAVI Will Distribute Copies YOUR 


“ee ; 
Pointing out the need for this In announcing that DAVI will NEW EMPLOYEES 

yardstick, John Flory, A.N.A. Films handle distribution of the Criteria 

Steering Committee chairman and booklet to 


advisor on non-theatrical films for 
Eastman Kodak Company, said, 


educators, Floyde 


i i tion and job 
Brooker, acting executive secretary, With proper induc 


instruction they will be more 


stated, “These 22 criteria will give : : : 
effective, happier employees. This 





Nine-out-of-10 advertising and our good friends in business answers 


public relations films are available to many questions they face when means less personnel turnover, 
For the average salesman nothing is for classroom showings according planning film and other materials better work faster, more efficiency 


to the survey on which we based the 
recent A.N.A. book, ‘The Dollars 


and Sense of Business Films.’ How- 


for school use. In addition, teachers, and increased productivity. 
throughout the country will find : : 

that this document should be of as- It's up to your supervisors. It can 
How many times has a salesman of ever, some pictures are unacceptable sistance in the selection and evalu- be accomplished! 

or ineffective because the sponsor 


more real — or more troublesome -- 


than price resistance. 


yours said: ‘I could sell more if only ation of those sponsored materials 


in alia atin 8 ye oie" net take into account the re- which they are considering for use Show your supervisors how with: 
ur prices were lower!! quirements of — people. We in their classrooms.’ “INDUCTION AND 
’ are trying to correct this situation.” The criteria were prepared by ui 
be — eet a ~_ pe Most Comprehensive Study to Date the A.N.A. Films Steering Commit- JOB INSTRUCTION 
He believes a myth. A myth that sales = tee with the assistance of Thomas part of an outstanding sound slide 
are lost because his price is too high. The most comprehensive study of W. Hope, Eastman Kodak Company. SUPERVISOR TRAINING 
its kind to date, the publication has ; Jit a 


Although intended primarily as a ON HUMAN RELATIONS, which 


suide for business firms planning 7 
i © includes: 


Price is never the sole factor in a been prepared with the assistance 


turn-down. ag » leadi , _— . ff. 
urn-do of a group of the leading advertisers motion pictures, the criteria estab- 


of the nation. It has the approval lished are expected to have equal * “THE SUPERVISOR'S JOB" 
of two committees of the Depart- value for the preparation of many 
: @ “INTERPRETING 


he knew it. ment of Audio-Visual Instruction of other types of teaching materials of- 
. . , oe hae 7 5 _ 
the National Education Association fered to schools by industry — slide- COMPANY POLICIES” 
e Co i *e ON & ill « ig Ss a . . : : 
th mmittee on a Bill of Right films, pamphlets, charts, illustrated © “THE SUPERVISOR 


for Instructional Materials and the readers, and product samples. 


We know it . . . you know it. If only 


Yet he can when he realizes that 


price is relative to value. Dispel the 


myth of price resistance with: Instructional Materials Committee. The booklet te available from As- AS ie Ramer earn 
“PRIDE IN PRICE” The criteria outlined in the new sociation of National Advertisers, OF MANAGEMEN 
booklet are intended primarily for 285 Madison Ave., New York, ne @ “HANDLING 
se D yusiness firms i ‘e-proc ve $2 a single copy. Mn ” 
part of the outstandingly suc- use by business firms in pre-produc $2.00 a single copy Lt GRIEVANCES 


In clearly understandable form, the new ANA booklet on “Criteria for Business- 


cessful sound slide program . . . Sponsored Educational Film” gives helpful advice. 


AGGRESSIVE SELLING 


@ “MAINTAINING 
DISCIPLINE” 




























@ “PROMOTIONS, 

You may obtain a preview A PRE-PRODUCTION CHECK LIST TRANSFERS AND 
without obligation. : TRAINING FOR 

g BUSINES SPONSORED EDUCATIONAL RESPONSIBILITY” 


Write for details. 


Besed on (rt . ft ' Nenonel Advertisers, 









@ “PROMOTING 
COOPERATION” 















Into Curriculum Good Taste 





You may obtain a preview 












without obligation. 


Proper Identification Hosa 





Rocket Pictures 
INC. 


6108 SANTA MONICA BLVD. 





Write Dept. S for details. 



















ed Materia! 


HOLLYWOOD 38, CALIFORNIA Y 
understond! rb 15. Ag * Actors Are the 


Rocket Preiures 


INC. 


6108 SANTA MONICA BLVD. 
HOLLYWOOD 38, CALIFORNIA 
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Proudly Serving 
The Industrial Leaders 
of the Nation 





American-Radiator 
& Standard Sanitary Corp 


American Telephone 
& Telegraph Co. 


American Tobacco Company 
Andrew Jergens Company 


Brown & Williamson 
Tobacco Corporation 


Burlington Mills Corp. 
Church World Service 
Colgate-Palmolive Company 
Cudahy Packing Company 
Gulf Oil Corporation 

P. H. Hanes Knitting Co. 
Hoffman Beverage Co. 

Lever Bros. Company 

Liggett & Myers Tobacco Co. 
Manchester Oil Ref. Ltd., England 
Nash- Kelvinator Corporation 
Pabst Brewing Company 
Phillips Petroleum Company 
Procter & Gamble Company 
Protestant Radio Commission 
Remington Rand, Inc. 

R. J. Reynolds Tobacco Co. 

F & M Schaefer Brewing Co. 
Sterling Drug, Inc. 

United Coffee Growers of Brazil 
United States Air Force 
United States Army 


United States Brewers 
Foundation, Inc. 


United States 
Department of State 


Wallerstein Company, Inc. 





INDUSTRY 


. 





EDUCATION 











TELEVISION 

















PETER ELGAR 


PRODUCTIONS, INC. 


75 West 45th., New York 36, N.Y. 
JU 6-1870 





NEW E-X-P-A-N-D-E-D FACILITIES 








All the Finest and Latest Cameras 


MITCHELL — 16, NC, BNC 
rentals Ee to 058 Ba 

AURICON — 100, 200, 400, 1200 
EYEMO, CINE SPECIAL, FILMO —MOVIOLAS — SYNCHRONIZERS 
HOT SPLICERS—SOUND READERS — DOLLIES — PEARLESS — MIKE 
BOOMS — LIGHTING EQUIPMENT — ZOOM LENSES — GRIP EQUIP- 
MENT—PROJECTORS—SYNC PROJECTORS — RECORDERS — SYNC 
RECORDERS 





WRITE FOR COMPLETE RENTAL PRICE LIST 
New and Used 

ARRIFLEX — 16 & 35mm Cameras 

Sa @s AURICON — Cinevoice, Super 1200, 400 & 600 
foot Conversions 

BELL & HOWELL — Eyemos — Filmo — Projectors 
BALTAR, ANIMAR, NOMINAR, EKTAR, ZOOM LENSES 
MOVIOLAS — HFC SYNCHRONIZERS — BARDWELL - McALISTER 
LIGHTING EQUIPMENT — EDITING EQUIPMENT & SUPPLIES 


WRITE FOR COMPLETE CATALOG 





Our Newly equipped MACHINE SHOP 
for all Camera Maintenace and Re- 


# 
pair offers these exclusive F&B SERV- 
ICES: 


Custom building & designing of equip- 
ment 
Lens mounting 





Calibrating 
Experienced Technical personnel who understand your problems 








NEW STREET LEVEL 


& 
LOCATION in the heart 
convenience | "= 
area. Rental equipment 


delivered to you at the 
curb. Drive up and load up. Near all Trains, Hotels, Theatres, Etc. 



























































a Charge Accounts Invited. 
New Extended Time Payment Facilities for 
cre i Purchases. 
From 90 Days to 3 Years to Pay. 
IMPROVED tripod in the medium 
weight class. 
project, Etc., with the film on CORES. 600 FOOT CINEVOICE CON- 
VERSION — The first flutter-free Cinevoice Conversion. LEG-LOK 
SLATES with CLAPSTICKS — Easily erased — durable finish. KELLY 
CINE CALCULATOR — A sliderule calculator for cameramen. QUAD- 


Exclusive F&B PRODUCTS 
roducts 
Me NOMINAR 1” £0.95 LENS — The 
TRIANGLES — Lock your tripod legs firmly and securely. GATOR-GRIP 
LITES, BAR LITES, INKY-DINKIES, NEWSLITES, CONELIGHTS, 


PRO-CINE TRIPOD —The MOST 
fastest cine lens in the world. 16mm SPLIT REELS — Now rewind, edit, 
LITES — A perfect light for locations . . . With BARNDOORS. CAMERA 
FLANGES, REELS, CANS, FIBRE CASES, CLIPBOARDS GLOVES. 























USED EQUIPMENT URGENTLY NEEDED 
HIGHEST CASH PRICES PAID 


FLORMAN & BABB 


68 West 45th Street, New York 19, N.Y. 


Phone: Murray Hill 2-2928 
Cable Address — FLORBABB, N.Y. 
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WORLD SCENE 


Monthly Film Series on U.S. 
Aimed at World's TV Stations 
* To bring our politically nervous 
neighbors a wholesome impression 
of this nation, a monthly series of 
documentary motion pictures on 
various aspects of life in the United 
States will be distributed to tele- 
vision stations around the world by 
the U.S. Information Agency. 

Filmed especially for television. 
the new program will be made avail- 
able in English and foreign lan- 
guages. The series is scheduled to 
begin in January, 1956, according 
to Abbott Washburn, acting direc- 
tor of the agency. 

“Living Picture of the U.S.” 

“The purpose of this new pro- 
gram,” Washburn said, “is to pre- 
sent a living picture of the United 
States, its people and its customs, 
together with a description of our 
both national and inter- 
national— as part of the world 


policies 


scene. Television abroad is expand- 
ing at a fast pace. More than 100 
stations overseas are now telecast- 
ing and we estimate a_ potential 
foreign tv audience of 40 million by 
the end of 1956.” 

Titled Report from America, the 
30-minute program is being pro- 
duced by the Information Agency 
in cooperation with the British 
Broadcasting Corporation. It will be 
filmed by the National Broadcast- 
ing Company. The English-language 
version will be narrated by Joseph 
Harsch, NBC commentator. Foreign 
language versions will be voiced by 
other well-known commentators. 


First Program “Road & Traffic” 

The first program of the series is 
on the subject Roads and Traffic. The 
second program will show the ac- 
tivities of a country newspaper edi- 
tor and life in a small U.S. town. 
Other programs planned will cover 
student life at a state university; 
agriculture and the family-operated 
farm; smog and smoke abatement 
campaigns and results; teen-agers 
and their activities; suburban living, 
including home building. 

Also portrayed will be procedures 
at presidential nominating conven- 
tions, the oil and cattle industries 
in the Southwest; progress of de- 
segregation; rivers, water-power and 
conservation in the Northwest; life 
in representative large and middle- 
size cities, and the American Indian 
today. 


Distribution Via USIS Offices 


Distribution of the new program 
series will be handled through the 
200 posts of the Information Agency 
overseas. Contemplated foreign lan- 





guage versions include French, Ger- 
man, Italian, Spanish, Portuguese, 
Arabic and Japanese. Ne 
at & 

“Assignment Children” Kaye 
Film for UN Released in 16mm 
® Assignment Children, a documen- 
tary film account of Danny Kaye’s 
40,009-mile tour on behalf of the 
United Nations Children’s Fund last 
year, will be released to schools, 
churches, clubs and other com- 
munity organizations through Asso- 
ciation Films. 

The 20-minute color film presents 
Kaye as he brings smiles to under- 
nourished children of the Far East. 
In addition to his fun, the chil- 
dren and their parents learn from 
UNICEF lecturers how to avoid 
disease and receive inoculations 
against yaws, tuberculosis and ma- 
laria. 

The film demonstrates the work 
of UNICEF in improving health, 
welfare and living standards of 
needy children in the world’s un- 
developed areas. Assignment Chil- 
dren is available on a rental basis of 
$5 per day and may be ordered 
from Association Films’ regional ex- 
changes in Ridgefield. N.J. and 
other cities. 

3 *% a 
Victor Animatograph Appoints 
F. P. Horton Purchasing Agent 
*Fred P. Horton has been ap- 
pointed purchasing agent of the 
Victor Animatograph Corporation, 
Davenport, lowa. 

The appointment is one of the 
steps taken by the corporation in 
line with expanding facilities and 
service. Horton has been employed 
in the Victor Accounting Depart- 
ment since 1954. He will be located 
at the home office in Davenport. 


SOUND RECORDING 


at a reasonable cost 


High fidelity 16 or 35. Quality 

guaranteed. Complete studio and 

laboratory services. Color printing 
and lacquer eoating. 


ESCAR 
MOTION PICTURE SERVICE, 


7315 Carnegie Ave., 
Cleveland 3, Ohio 
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“Pealthy 
This Little Pig Means 


More P roft Es 


Scours, an infectious disease of young pigs and calves, once was a 


serious menace to any livestock raiser whose herd became infected. 


Today, with such effective antibiotics as Terramycin™, a product of 
Chas. Pfizer & Co., Inc., quick relief from the disease is 

immediately available. 

Farmers all over the country are learning more about keeping their 
livestock healthy and productive through a new color film, 

Victory Over Scours, produced for the Chas. Pfizer Company by 


Campus Film Productions, Inc. 


Creating and producing AGRICULTURAL films with professional skill 





and economy are but one part of the many services we perform for 


business and industry. 


May we arrange to show you this enjoyable and 








informative film? Screening time is just 1314 minutes. 


Campus Film Productions, Inc. 


14 East 53rd Street e New York 22, N. Y¥. e@ PLaza 3-3280 












NUMBER 8 VOLUME 16 + 1955 23 












TORONTO 14, 









» IN CANADA! 


RAPID GRIP an 





MOTION PICTURE DIVISION 
1640 the QUEENSWAY 


ONTARIO 


d 


LIMITED 


FILM PRODUCERS 
























SEeley 8-4181 


Kling\Sa 


Patt £ oN , as 
“ 2 ee a oe as 
iF , aie E 


RIGHT OFF THE REEL: 





(CONTINUED FROM PAGE SIX) 


What Business Film Industry Needs: More 
and Better Sales-Contact Men in the Field 


Wantepb: Film salesman—contact man—account 
executive for progressive fast-growing film com- 
pany. 
aos a + 

* That is the situation today in almost every 
good film production company in the country. 
Business is expanding, prospects are good, but 
almost without exception the film production in- 
dustry feels the shortage of capable men to repre- 
sent it in the vital business of client contact. 

Why should this be so? Film production is a 
prosperous business with a solid future, the re- 
wards for good men are excellent and the in- 
dustry is on a more stable footing than it has 
been in years. Much more stable, it might be 
said, than many of the opulent advertising 
“shops” on Madison Avenue, which annually take 
their pick of hundreds of top-notch college gradu- 
ates who are happy to start out as little more than 
office boys in apprenticing themselves to the 
glamourous ad business. 

Right now, in New York, alone. there are a 
good dozen producers who would welcome men 
serious in making salesmanship in the film in- 
dustry a career. 

One producer, with a dozen or more skilled 
technicians on his permanent staff. and excellent 


present point of effectiveness! 
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SELLING IS MENTAL guarantees 
to take a salesman beyond his 





accounting people, has a good long range op- 
portunity for a client contact man, and the job 
goes begging. 

It doesn’t call for doorbell ringing, it calls 
mainly for help in properly representing the pro- 
ducer with current clients. And why isn’t the job 
snapped up? 

Let Mr. Producer tell it— “The good men I 
talk to all feel hesitant because they don’t know 
anything about the film business, don’t under- 
stand it. 

“They seem to feel that to make a success of it 
they should know all about directing, camera 
work, editing, and that sort of thing. 

“Actually, nothing could be further from the 
truth. As we all know, one of the best film sales- 
men in New York doesn’t know one end of a 
camera from another. He’s a success because he 
doesn’t talk film-talk, he talks business-talk — the 
client’s business. 

“That's the sort of man I wish I could find. | 
employ, and interview literally hundreds of em- 
bryo Robert Flaherty’s and John Fords, but | 
almost never find a man who can talk to a client, 
understand his problems, and help him solve 
them. 

“To tell you the truth, what I really want is a 
man who will represent the client here, fight all 
the technical people in the place to make sure the 
client gets his money’s worth and a good solu- 
tion to his business problem. 

“That's what I want, and if you know of such 
a man — send him to me — quick.” ba 






| Stidefilm Series 








Unique, timely, unlike other slidefilms on 
sales training! Kling’s big package is an 
entire 21-week sales training program. 
Consists of seven sound slidefilms in rich 
color photography, on the HOWS of sell- 
ing; the strategies, tactics, procedures used 
by America’s top-flight salesmen. And, you 
get written material to help the sales execu- 
tive in meetings. 





1058 W. Washington : Chicago 


BUSINESS SCREEN MAGAZINE 


Results are immediate and tang- 
ible in terms of commission checks 
and company profits. Do your 
salesman a real favor. Write, 
wire or phone today for further 
information. Or, arrange for a 
private screening in your own 
office. Without obligation, of 
course. 










Producers of quality 
industrial films and 
commercials for television. 































SALES - SERVICE - RENTALS 


THE WORLD'S MOST COMPLETE ASSORTMENT 
OF PHOTOGRAPHIC EQUIPMENT FOR 


TV. aud, Motion Pictino Stidivy 


MICROPHONE BOOMS 


FOR ALL PURPOSES 
SMALL, MEDIUM, LARGE 





a MOVIOLA FILM 


rr EDITING EQUIPMENT 





M-R Microphone Boom 
with Perambulator. Quiet 
in operation. 





Lightweight model Booms 
— Model C-12 and C-17 
and Century Portable 
Mike Boom. Beautifully 
engineered for TV and 
motion pictures. 


Robot Automatic Splicer 


No heat required. Assures exception 





ally strong positive splice. Simple op 
eration. Portable. 





AURICON LIGHTWEIGHT ALUMINUM SHOULDER BRACES 
CAMERAS . for 16mm and 35mm 


Illustrated: Cinevoice with 3- 
lens turret, Zoom Finder and 
400 ft. magazine. 


cameras. Sturdy, yet light 









enough not to tire user. 
Easy panning and tilting. 
For all hand-held cameras 





PRECISION 


SOUND READER 
| (16-35 COMBINATION) 


Simple threading. Polished Stabilizer 
drum with needle bearings. Surface 
cannot damage film. Precision ground 
shafts. Dimensions—6 x 6 x 7Y. 


AMPLIFIER: 117 volt, 60 cycle, AC. CHANGING BAG 
-a portable darkroom. Large ‘ 
enough to take 1000 ft. 35mm ae 

magazines. Double zipper. Com- 
. pletely light-proof. 

i 

; 


Power outout 4 watts. Heavy duty 
Alnico V. Speaker. Safety fused 





*9.5mm Lenses in 16mm C mount. 18.5mm (extreme wide angle-flat 
field) Lenses available in mounts for all 35mm Motion Picture Cameras. FRANK ZUCKER 
*PHOTO RESEARCH Color Temperature Meters. *Electric Footage Timers. 

*Neumade and Hollywood Film Company cutting room equipment. *Gris- * ff MI A a € lJ P me MT & 
wold & B.&H. Hot Splicers. *DOLLIES *Bardwell-McAllister, Mole Rich- 7 
ardson, Century and Colortran Lighting Equipment. Complete line of AL 
16mm and 35mm Cameras. 


'f 7 j 
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The FACTOR 


A Column of Production Notes 
G View points for the Sponsor 


We proudly announce an unforgettable characte 
“YUKON JAKE”, who has been brought to 
Screen-Lire in TV Com™erciats for THt QUAKER 
Oats Company, by ORGANIZATION TEAMWORK. 
Working VISUALLY from an ORIGINAL IDEA 
by Wherry, Baker & Tilden (Quaker’s Agency) our 
ORGANIZATION creative team and the Agency 
team produced the beloved “YUKON JAKE” 
spot. A test premier TV showing resulted in un 
precedented viewer acceptance. It was literally 
“acclaimed” for ORIGINALITY, ENTERTAIN 
MENT, and above all, TOP-SELL in one minute 
of QUAKER PRODUCTS. 
Harry R. White, Executive Secretary, New York 
Sales Executives Club STATES . Real Fore- 
sight... Entertaining, yet packs GREAT SELL. 
Blends with the show and makes you want to 
buy. 
This same ORGANIZATION TEAMWORK, 
skilled in varied types of VISUAL PRODUC 
PIONS is also engaged in writing and producing 
52 EastMAn Cotor-TV film shows, “SERGEANT 
PRESTON OF THE YUKON”, into which the “YUKON 


JAKE” spots are to be integrated. 

When watching this show on CBS-TV Network, 
Notice the promotional-viewer tie-in TV Spots and 
the spots presenting SERGEANT PRESTON 
making healthful suggestions to the audience IN 
DIRECTLY in QUAKER’S INTEREST. 


e 


+++ 

Our top-budget business film 
entitled “THE TRAFFIC DI 
PARTMENT STORY” just 
delivered to the New York 
TELEPHONE COMPANY chal 
lenged the skills of our 
ORGANIZATION on_ both 
coasts. In the East, weeks of 
painstaking work under Tele 
phone Company supervision was accomplished in 
the various Telephone Company buildings. On the 
West coast, our studio facilities were utilized for 
dramatic facets of the production. 

++ + 

On Christmas Day TV viewers all over the nation 
saw our dramatization of the story of the birth of 
Christ, “No Room ar THE INN”. Based on FULTON 
Oursver’s “Greatest Story Ever Town” which is 
soon to be produced in CINEMASCOPE by Darryl! 
Zanuck and Twentieth-Century Fox, the TV pre 
sensation produced for Goodyear Tire & Rubber 
Co., Kudner Agency and Catchings-Denker Corp 
was a MUST for Curistmas TV ViewIne. 

These are varied examples of fine work made pos 
sible only by the combined creative and production 
effort of established ORGANIZATION TEAMS 


She 
Cideihs 


in New York: 
Circle 6-6915-6 





We invite your inquiry. 


c. Shi 

ei 2inner 
c s 

u roductions 


In Hollywood: 
HOllywood 2-6555 









Right: Principles 
of commercial X-ray 
motion picture setup. 


X-RAY: 


Has New Potential 
for the Screen 
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PONSORS AND PRopuceRs searching for ways 
% to “visualize the invisible” should welcome, 

together with medical researchers, the news 
that a camera unit for taking x-ray motion pic- 
tures made its professional debut in December 
before some 2,000 radiologists in Chicago attend- 
ing the 41st annual convention of the Radiologi- 
cal Society of North America. 

The new commercially-produced apparatus for 
making x-ray movies—which are known tech- 
nically as cinefluorography—was developed and 
designed by Dr. James S. Watson, radiologist, 
and Sydney A. Weinberg, associate in radiology, 
of the University of Rochester Medical Center. 
The General Electric Co. X-ray Department, of 
Milwaukee, Wis., will manufacture the x-ray 
camera apparatus commercially. 


X-ray Action a Goal Long Sought 

Transiluminating hidden movements, exposing 
the inner workings of physical interiors, long has 
been a problem for medical and motion picture 
technicians. Merging motion picture machinery 
with x-ray equipment to facilitate visual probing 
of action within invisible depths was logical but 
difficult. 

The earliest known success in this field was a 
German-made x-ray motion picture reported by 
Business SCREEN in 1939. Until now, there have 
been only a few hand-built x-ray motion picture 
cameras in the United States. The availability of 
the new G.E. equipment is expected to greatly 
extend the clinical and research use of the tech- 
nique, 

Similar Device in a Cleveland Hospital 

\ device embodying many of the features of 
the new : pparatus has been in use for some time 
by Dr. Ceorge Wright, director of medical re- 
search at St. Luke’s Hospital, Cleveland, Ohio. 
This mechanism employs a 35mm camera and 
was contributed by Republic Steel Corporation 
for Dr. Wright's use in his clinic. 

With the x-ray motion picture technique 
researchers have found a more exact means of 
diagnosing the condition of patent ductus arterio- 
sus, one of the congenital heart diseases. X-ray 
movies have proven valuable in studying the 
mechanism of speech, digestive functions, renal 
circulation, bladder and urethral function. The 
mystery of snake locomotion has been visually 
explained by x-ray. 

First radiologist to use the new commercial- 
type equipment will be T. B. Childs, M.D., of 
Allegheny General Hospital, Pittsburgh, Pa., who 
states: 


“The cardiopulmonary laboratory and thoracic 


surgeons, as well as radiologists, realize the neces- 
sity of more definitive diagnosis in many cases 
and feel that with cinefluorographic equipment 
this can be obtained.” 


These Study Areas Have Been Explored 


Vital studies in which the University of Roch- 
ester cinefluorographic equipment has been a 
valuable aid include the following: 

The mechanism of speech, in collaboration 
with Columbia University Department of Lin- 
guistic Research, supported by the Wenner- 
Grenn Foundation; esophageal speech, in collab- 
oration with the Gordon D. Hoople Hearing and 
Speech Center, Syracuse University; swallowing 
mechanism and digestive function in sheep, in 
conjunction with Dr. R. W. Dougherty, New 
York State Veterinary College, Cornell Univer- 
(CONCLUDED ON PAGE FIFTY-TWO) 








GEO. W. COLBURN LABORATORY INC. 


164 NORTH WACKER DRIVE* CHICAGO 6 


TELEPHONE STATE 2-7316 


16mm 
SERVICES 
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ORGANIZATION... 
spells TEAMWORK 


Wren a major baseball club starts a game it doesn’t ‘choose up sides” and play 





















with a “‘pickup-scrub” team thrown together for one game. Instead, it fields a team 
of highly specialized experts working in skillful coordination with each other to 
execute winning results. 


“Fhe Ci Beslos "od ‘Shines TP aductiéws works with such an 


ORGANIZATION. It, too, is comprised of long-experienced specialists with out- 
standing records in the entertainment and commercial producing fields. 


These specialized creators and craftsmen—our ORGANIZATION —work together 
as a team to PRODUCE QUALITY at FAIR COST. 


Our ORGANIZATION has just completed a compelling 40-minute color film for 
THE NEW YORK TELEPHONE COMPANY, an employee relations motion 
picture with a generous admixture of entertainment. Only a skillful ORGANIZA- 


TION, put together like a mosaic and functioning like a fine watch, could have 
accomplished this intricate production job in the time alloted and for the money 
appropriated. 


We do not “‘choose up sides’ and field a ‘“‘scrub”’ team when we create a particular 


visual job for you. We use, instead, our well established ORGANIZATION of 
which, modestly, of course, we are proud. 


| *#@¢ This is a most important part of ‘THE + FACTOR reflected 


in our work for many discriminating clients. # # # 


. | the Charles E Skinner Productions 











General Offices and Studios Rental Studio Facilities 1600 Broadway 
: 6226 Yucca (at Argyle) New York « Detroit Suite 312, New York, N. Y. 
Hollywood 28, Calif. «HO. 2-6555 Miami Circle 6-6915-6 
t+tt+tttt¢t¢¢et¢tt¢g¢e¢e¢ttet¢ett¢t¢et¢tt¢t+¢¢¢4+4+4+44 


As an adjunct to our complete Production Facilities, Nation-Wide, we operate our own PRODUCTION 
STUDIO, SCRIPT AND EDITORIAL DEPARTMENTS IN HOLLYWOOD, CALIFORNIA... 


Diversified Visual Productions 
eTV DRAMATIC PROGRAMS eTV COMMERCIALS AND SPOTS 
e@ THEATRICAL SUBJECTS BUSINESS, INDUSTRIAL AND COMMERCIAL FILMS 
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Mitchell Camera Films ful! color panoramic views of Roman Soldier sequence from the Bob Jones University Film, “Wine of Morning.” 


UNIVERSITY MAKES FEATURE FILM 


University Film Production Unit 
Shoots Full-Length Motion Picture on Campus 


In Greenville, South Carolina, Bob Jones University is demonstrating 
a remarkable new trend in campus-produced films. This institution has 
not only reduced filming costs, but has created professional theatre- 
quality films, like the full-length, feature “Wine of Morning,” to equal 
Hollywood's best efforts 

These remarkable changes have been accomplished through the ap- 
plication of motion picture set techniques and the adoption of profes- 
sional equipment used by major motion picture studios. The leading 
example of this development is seen in the increased use of the Mitchell 
16mm Professional Camera, whose service-free operation and broad 
range of use has materially cut the costs of campus film production. 
Representative of film departments owning Mitchell Cameras are: Bob 
Jones University, Georgia Institute of Technology, Moody Institute of 
Science, and the Universities of California... Mississippi...Southern 
‘California...and Washington. 


Complete information on Mitchell Cameras is available upon request 
on your letterhead 


Camera instructions are given by Mrs. Katherine Stenholm, 
Director of the Bob Jones University’s film unit. 


*85% of the professional motion pictures shown throughout the world are filmed with a Mitchell Camera. 


On the set of Pilate’s Judgment Hall University cameraman uses standard 
the Mitchell Camera focuses on set de- Hollywood studio 16mm Mitchell Camera 
tails created by students. for interior scene. 


CORPORATION 


666 WEST HARVARD STREET 
GLENDALE 4,CALIFORNIA 


Cable Address: ‘‘MITCAMCO” 
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New U. S. Steel Film on 
Suspension Bridge Building 
* How great suspension bridges are 
made is visualized in a documentary 
film sponsored by American Bridge 
Division of United States Steel Cor- 
poration. 

Newly released, The Suspension 
Bridge observes the construction of 
two mighty bridges, the Paseo 
Bridge which spans the Missouri 
River at Kansas City and the Dela- 
ware Memorial Bridge which reaches 
over the Delaware River at Wilming- 
ton. This color story of steel, brains 
and bravery, of the skill of men 
who work on narrow beams hun- 
dreds of feet in the air turning blue- 
prints into graceful roads across 
wide rivers, strives to build a bridge 
between the sponsor and the public. 

Interest in the Mackinac Bridge, 
now under construction at the 
Straights of Mackinac, makes the 
motion picture timely, inasmuch as 
the Mackinac Bridge is similar in 
construction to those explained in 
the film. 

The Suspension Bridge is avail- 
able on free loan to schools, 
churches, clubs and other organiza- 
tions. It may be obtained by writing 
the Film Distribution Center, United 
States Steel Corporation, 208 South 
LaSalle St., Chicago 90, III. 

at tb ae 

Canadian Film Tells Story of 
River's Job in Making Aluminum 
* The story of one of Canada’s 
greatest engineering developments 

the harnessing of the Saguenay 
River for aluminum production 
will be shown to American audi- 
ences when a new Canadian spon- 
sored motion picture is beamed 
through the United States on tele- 
vision. 

A River Creates an Industry 
The Saguenay, sponsored by Alumi- 
num Limited especially for tele- 
vision distribution in the United 
States, tells of a river that can pro- 
duce two and one-half million horse- 
power to convert raw materials into 
aluminum. 

The picture traces the history of 
the river down through centuries. 
Explorers, fur trader, missionaries, 
lumber kings, pulp companies and 
farmers have played their important 
part in its past. Today, the river's 
renown is carried forward because 
of its great hydro-electric potential. 

In animation and actual building 
scenes, the film shows how this po- 
tential has been harnessed so that 
the Saguenay now is capable of pro- 
ducing 2,000,000 pounds of alumi- 
num each day. The 12-minute film 
was produced by Crawley Films. 
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Aetna Holds Regional Previews 
for Winter Driving Safety Film 
*A nationwide series of regional 
previews is being held for a new 
l6mm sound film on winter driving 
safety produced by the Aetna Casu- 
alty and Surety Company in co- 
operation with the Committee on 
Winter Driving Hazards of the 
National Safety Council. Entitled 
Don’t Skid Yourself, the 20-minute 
documentary film features perform- 
ance tests conducted with passenger 
cars on snow and ice. 

Betty Skelton of Dodge, world’s 
only woman test driver, plays a 
major role in the Aetna film. She 
is making personal appearances at 
the previews being conducted dur- 
ing December in 25 major cities 
from coast to coast. 

Don’t Skid Yourself covers the 
annual skid tests conducted by the 
Winter Driving Hazards Committee 
in cooperation with scores of auto- 
motive engineers, safety officials, 
and research and test experts from 
all parts of the country. 

In addition to reporting the 
braking, traction and _ cornering 
ability of passenger cars equipped 
with various types of tire chains 
and special tread tires, the film illus- 
trates recommended techniques for 
driving on snow and ice and shows 
how to recover from a skid. 

Don’t Skid Y ourself is being made 
available to television stations as 
well as for other showings, and may 
be obtained on a free loan basis 
from the Aetna’s public education 
department at Hartford, Conn., or 
through the company’s local rep. 


* aa % 


U.S. Rubber Company Film 
Asks, ‘What Makes a Boy?” 
® What Makes a Boy, a 16mm black 
and white sound motion picture 
based on quotations from Louis 
Redmond’s book “What I Know 
About Boys,” has been sponsored 
by United States Rubber Company 
as a public relations attraction. 
The new film depicts in nostalgic 
style the sometimes bewildering but 
lovable nature of boys. It now is 
being offered exclusively to tele- 
vision stations as a public service. 
After January 1, 1956, it will be 
available to civic clubs, church 
groups, women’s clubs and other 
adult organizations free of charge. 
What Makes a Boy? can be bor- 
rowed by writing to Public Rela- 
tions Department, United States 
Rubber Co., 1230 Avenue of the 
Americas, New York 20, N.Y.. or 
the nearest film exchange of Mod- 
ern Talking Picture Service. Inc. 
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Modern was overwhelmingly designated 


Business Research Institute conducted a factual survey 
of the use of sponsored films by U.S. high schools. The 
respondents indicated an overwhelming preference for 
Modern as a source—because of Modern’s record of good 
service, convenience, dependability, and the fact that prints 
from Modern are always in the best possible condition. 


These audiences also stated emphatically that they pre- 
ferred to get sponsored films from a distributor instead of 
direct from the sponsoring company. 


Their preferences are more significant when it is consid- 
ered that U.S. high schools use more sponsored films than 


*If you would like a copy 
of the complete 32 page 
Business Research Insti- 
tute report, “Study of 
Sponsored Film Utiliza- 
tion In United States High 
Schools,” a request on 
your letterhead will bring 
one by return mail. 


NEW YORK 


Modem 
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When Business Research Institute surveyed film users... 


140 E. Ontario Street, 







st choice 


any other group of audiences—actually more than all others 
combined—and they have had experience with all major 
sources. 


Adult audiences—in clubs, churches, industry, wherever 
such groups gather—receive the same degree of excellent 
service that is the Modern standard. On behalf of the many 
sponsors who have entrusted us with their film programs, 
we are now serving over 75,000 audiences of this type. 


Whether your film program is aimed at schools, general 
adult audiences, or highly specialized groups, you should 
investigate what Modern can offer you. 
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Trends and Forecast for ‘56 


The Future Holds Bright Promise for Sight/Sound Media in an Expanding Economy 
But Production and Ideas Must Keep Pace With Creative and Technical Advances 


HE GROWING AMERICA, a land of surg- 

ing industrial progress, of mounting popu- 

lation totals, of inventive ingenuity and 
bold imagination, is turning from a year of un- 
paralleled productivity into a new period which 
many predict will continue the tempo of °55. 

Yet this remains a period of paradox where 
the farm surplus continues to thwart a solid na- 
tional prosperity; where dwindling raw materials 
may materially affect capital expansion already 
in the blueprint stage. The population growth is 
a paradox in itself, for there are too few class- 
rooms and fewer competent teachers to handle 
the burgeoning school enrollments which have 
climbed since the war. 

Consumer Demand Unabated Through Holiday 

Sweeping department shelves bare through 
this holiday season, shoppers are apparently to 
account for new retail records; warehouse floors 
are clearing on appliances, clothing (aided by 
the cold weather), luxury items of all kinds and 
foodstuffs. Americans and a good segment of the 
Western World were living well this December, 
1955. Motor car sales slackened somewhat, par- 
ticularly in the midwest, but were expected to 
regain seasonal form with the turn of the vear 
and heavy promotion of the new lines through 
trade showings. 

The uneasy peace nonetheless brought the 
world its first year in many without actual fight- 
ing; that goal remained uppermost in the minds 
of the Administration as it announced plans for 
a larger defense budget in °56. Considerable at- 
tention to foreign aid was expected from the 
Congress but it was clear that both defense as- 
sistance and economic aid would go where they 
were most needed. Asia loomed larger as the 
ideological battleground between East and West. 


A Closer Look at the Producers’ Economy 

As the national economy goes—so goes the 
trend of business film production. What are its 
implications of progress; its potential for growth 
in 1956? Foremost of all, attention should be 
directed to technical progress of the current year. 

Television keeps adding to the roster of set 
owners; predictions call for more than 7 million 
black and white sets and at least 250,000 color 
sets to be marketed in 1956. Both urban and 
rural viewers were increasing by the thousand- 
fold. Television was clearly advancing into the 
budget areas of competitive media, particularly 
of consumer magazines. 

What Kinds of Films Does Television Need? 

The cost of television programs has been meas- 
ured by entertainer salaries and lavish settings 
in addition to the mounting time scales, Will tele- 
vision sponsors move to the inevitable need for 
more resultful selling? 

How about manufacturer-sponsored short sub- 
jects on home decoration, gardening, furniture, 
cooking, and clothing themes? The local dealer 
is willing to buy television time but now also 
has to pay the cost of second-rate soap operas, 
syndicated “entertainment” and the clutter of 


miscellany which has little or nothing to do 
with his business. The local commercial ‘might 
well be integrated into equally interesting, use- 
ful 134% and 2714-minute short subjects that 
deal with home planning, better nutrition, good 
grooming and cultural interests that need not be 
“high-hat” to be extremely palatable. 

Radio has shown its aptitude for similar pro- 
gramming and on video such programs as 
Today and Weekday are built around this con- 
cept. In fact, the expanding use of sponsored 
films as sustaining fare serves to prove the value 
of an idea that today lacks planning and sponsor 
co-ordination. This is the familiar ground of 
manufacturer-dealer cooperation that accounts 
for a large part of newspaper advertising. 


16mm Equipment Continues to Forge Ahead 


While the “automatic” self-threading 16mm 
sound projector is as yet an unfulfilled dream 
of many, the 16mm lines of many leading manu- 
facturers are greatly improved in sound, light- 
ness and in screen brilliance. Their purchase 
by all kinds of group users in school, church, 
community and industrial fields maintained a 
good level through 1955. 

Improved methods of film distribution to 
these widely-located 16mm projector owners 
meant closer integration of film handling facili- 
ties to geographical centers of population. On 
the premise that no film should travel farther 
than over-night transportation via normal ground 


A SPONSOR’S FILM CREDO 


<x 
All works of quality 

must bear a price 

in proportion to the skill, 

time, expense, and risk 

attending their invention 

and manufacture. 

Those things called dear are, 
when justly estimated, 

the cheapest; 

they are attended with 

much less profit to the artist 

than those which 

everybody calls cheap. 

Beautiful forms and compositions 
are not made by chance 

nor can they ever in material 

be made at small expense. 

A composition for cheapness 

and not for excellence of workmanship 
is the most frequent 

and certain cause 

of the rapid decay 

and entire destruction 

of arts and manufacture. 


RUSKIN 
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conveyances, the location of film libraries in 
every key section of the country was of para- 
mount importance to the sponsor, 

These Are Progress Goals for Producers 

While quality and effective handling of con- 
tent are the key goals of every sponsored film: 
there are some special points of importance 
which producers should consider for the year 
ahead: 

(1) Greater speed in actual production, This 
would seem to be the awful paradox for every 
company striving for greater quality and better 
films but it is essential to the progress of the 
medium that faster delivery of certain kinds of 
merchandising, training and sales promotion 
films be made possible. 

(2) New informational techniques: the advent 
of commercial X-ray camera equipment (see page 
26 of this issue) illustrates how only pictures 
can illuminate a complex subject. The depth of 
effort reflected by the Monsanto film The World 
That Nature Forgot (see pages 38 and 39) also 
shows what can be done. The intense human 
interest of A Place to Live (page 33) under- 
scores the importance of the entire field of 
geriatrics as Americans live longer but neces- 
sarily happier lives. 

Pictures That Fail to Move—People or Products 

(4) Too many films are still-born. Better and 
more intensive promotion of worthwhile pictures 
would earn huge dividends for their investors. 
The intelligent efforts of the Ohio Oil public 
relations department helps tell this story on 
page 41. 

(5) Why not more realism and movement in 
sponsored motion pictures? Too many films 
could have been slide-sequences. The motion 
picture has special advantages which too few 
producers bring to life. The medium which is 
man’s nearest approach to life itself in syn- 
thetic form, remains static and emphatically 
synthetic. 

The list of goals is far-reaching and it will 
not conflict big producers ys. small companies. 
There is no monopoly on ideas anywhere in this 
specializing field; there is, however, a mandate 
for the largest producers to devote themselves 
to self-examination and comparison. 


What of Closed Circuit Television Potentials? 

Closed-circuit television has recently demon- 
strated a real potential for business and indus- 
trial application. The nationwide General Electric 
program, announcing the company’s new Mazda 
lamp development, was clearly and sharply de- 
fined on large screens in hotel ballrooms. Color 
for closed-circuit is literally on the way (see the 
Sheraton announcement elsewhere in this issue). 

Lift Up Your Eyes and Your Eye-Deas 

The audience viewing sight/sound media is 
approaching the fondest hopes of all “who have 
shared the vision” of the factual screen. Through 
television, the theatres, self-equipped l6mm 
groups of all ages and sizes, the opportunity of 
presenting information is, to say the least, tre- 
mendous. 

It requires only the best in imagination’ and 
the soundest thinking of a field that is, after 
all, a business of itself to achieve the two goals 
which everyone seeks: a real contribution to 
those whom we serve, both in terms of viewers 
and sponsors and a sound business operation 
to maintain that promise. Ld 
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Trade Previews Calvert Decanter 


Calvert Distillers Company Introduces Holiday Decanters to the Trade 
in a Color Motion Picture That Scores Immediate Success With Dealers 


ALVERT DisTiLLers Company. whose Re- 
C serve whiskey is one of the two largest 
selling in the world, and whose Lord Cal- 
vert is a leader among the higher priced blends, 
decided this year to package its products in 
special gift decanters for the holiday seasons. 
After holding out against the decanter trend 
for many years, Calvert decided that 1955 would 
be the year to take the step. Reason: Although 
special holiday packages and wraps were success- 
ful and Calvert 1954 sales were the best ever. 
research showed that in the last 15 days of De- 
cember Calvert sales lacked the normal pre 





Looking over decanter designs above are Nat 
Ames, Assoc. Advertising and Sales Promotion 
Manager of Calvert Reserve (left) and Jack 
Wachtel, Merchandising Manager, all brands. 


Christmas upsurge, while competitors’ decanters 
were going stronger than ever. It seemed that 
dealers were pushing decanters to clear them off 
the shelves while Calvert’s regular bottles were 
selling as “regular stock.” 


‘Best Decanters Possible'’ Was the Goal 

Having made the decision, Calvert determined 
to bring out the best decanters possible and to 
push them heavily in the important November 
and December buying months. (Surveys show 
that the average distiller’s sales in these two 
months account for 30°% of total annual sales, 
and Calvert’s experience is probably similar. ) 

Calvert’s field merchandising manager, Jack 
Wachtel, was chosen to supervise the project. 
and in January, 1955, began experimenting with 
new decanter designs originated by top designers 
George Nelson and Russell Wright. 


45 Days to Plan Distributor Showing 

After months of intensive work with designers. 
bottle manufacturers, and Treasury Department 
officials (who gave special permission for new 
labels and position of tax stamp), the new de- 
canters were mocked up for production and Cal 
vert had just 45 days to plan a presentation to 
introduce them to distributors on August 15. 

Against some opposition within the company. 
because of the unfavorable time factor, Mr. 
Wachtel prevailed in his decision that a motion 
picture would be the best way to introduce the 
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new bottles. “They were our first decanters a 
and we had to 
insure that there were no slipups in nation-wide 


big step for us in a new field 


presentation meetings. 


Finished Production Within 30 Days! 

Caravel Films, selected to produce the film, 
first got a script on July 15, and scheduled itself 
for the big job of delivering a print on the morn- 
ing of August 15 when Calvert East Coast sales 
forces and distributors were meeting in New 
York to learn about the decanter plans. 

By working everything out on a minute-by- 
minute basis, the color film, Look to the Stars, 
was photographed in the week of July 25-29. A 
final version was presented to Calvert on August 
1, and the first print was picked up in Rochester 
and delivered just in time for the big meeting in 


New York on August 15. 


An Insurance Policy That Paid Dividends 


One of the reasons Mr. Wachtel had wanted 
the film was for insurance in case the first de- 
canters were delayed and unavailable for display 
at the first distributor presentations. If this hap- 
pened, the movie could still do the job. Actually. 
the first Lord Calvert decanters were delaved 
tied up in the Huntington, West Virginia, airport 





Designer Russel Wright (right) checks produc- 
tion ideas for the Calvert film with Mauri Gold- 
berg, chief of production for Caravel Films, Inc., 
the studio which turned out the effective Calvert 
merchandising film described on this page. 


while a hurricane blew itself out, but the film 
saved the show. 

It not only saved the show in an emergency, 
it did a selling job that Mr. Wachtel calls “‘fan- 
tastic exceeded every expectation.” With the 
film carrying the ball in all presentations of the 
new decanters, Calvert showed it first to 600 
distributor sales executives in New York, Chi- 
cago and Los Angeles. Later to distributors and 
retailers in 18 regional meetings, and. in all, to 
25,000 liquor dealers in the U.S. 

x * * 
Result: After the first enthusiastic reception by 
its distributors, Calvert doubled its order for de- 
canters, yet, early in November, the company’s 






“STAR” OF THE CALVERT PICTURE 





Hers's the eye-appealing decanter 
and package featured in the film. 








whole supply had been sold out, and many dis- 
tributors’ supplies had moved completely out of 
stock and onto dealers’ shelves. Not a little of the 
credit for this $100,000,000 worth of sales can 
go to the original impetus generated by a low 
budget film tailored to do a specific job and do 
it magnificently. Ld: 
* rs tt 
Pictures’ Role in Merchandising 
An Important Segment of ’56 Plans 


*No stranger to the task of building resultfui 
sound motion pictures for the merchandising 
field. Carave! Films’ staff and crews have set an 
enviable record in this highly-specialized seg- 
ment of the field they service since the advent 
of sound-on-film. 

Petroleum, chemical products, hosiery and re- 
tail store training are just a few of the assign- 
ments recently mastered by this New York firm. 

As today’s business moves forward at fever 
pace into an anticipated year of further growth, 
product development is always a step ahead of 
the distribution. It is in this vital area that the 
screen serves the manufacturer and wholesaler. 
sight/sound media can do so well. The speed 
with which the Calvert program materialized is 
a key factor; the results which it achieved are 
even more gratifying. me 


Below: Designer Wright shows the film audience 
a key step in decanter design in one of the 
sequences pictured in the Calvert motion picture. 
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“A Place 


to Live..: 


A Sensitive New Documentary Picture 
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Examines Problems Faced by the Aged 













































































W hat can 
we do...too old 
UC 


too old! 


Indeed, the span 
of life is poorly 
built if it does 
not reach soundly 


to the far shore. 





FTER SEVERAL YEARS of 
A planning and research, the 
National Social Welfare As- 
sembly, through its National Com- 
mittee on the Aging, has released 
its first film, A Place To Live, in 
one of the most vital social areas in 
our society: old age. 

The film, which will be of great 
importance to social and industrial 
groups, is the first of a series plan- 
ned to provide both general and 
professional audiences with a defini- 
tive study on this subject. 

Produced by Dynamic Films, Inc., 
A Place To Live covers some of the 
problems faced by the aged in our 
society and explores some solutions. 
In the first picture special emphasis 
is placed on standards of care in 
old age homes ‘and this solution is 
covered in some detail. 

The film opens on a dramatic 
note as the audience is plunged into 
a bitter family quarrel between a 
young couple. The presence in their 
home of the woman’s father has 
placed an economic and physical 
strain on the family unit. The con- 
stant need for quiet when the elder- 
(CONTINUED ON THE NEXT PAGE} 

























CONTINUED FROM PRECEDING PAGE) 
y man is ill, the need for nursing 
care they can’t afford, the general 
feelings of guilt, all have caused a 
slow but perceptible disintegration 
of the family. 


Following the prologue, the film 
proceeds to sensitively explore the 
place of the aged in our society 
and pictures some of the more 
tragic aspects. Loneliness, useless- 
ness, retirement, “the curbs are built 
too high, the steps too steep, the 
pace too swift”, in a society un- 
aware of the needs of the aged. 

The film now returns to the 
family, and follows them to a 
family counsellor who proceeds to 
discuss possible solutions for this 
difficult and complex problem. The 
difficulties of the family are de- 
picted, and too, the terrible isola- 
tion of the grandfather. 

Here, an old age home is sug- 
gested and as is so often the case, 
is violently rejected because of per- 
sonal prejudice on the part of the 
couple. The idea of the father in a 
home is worse than prison. 

The film now takes a close in- 
spection of a “good” home. This is 


“A Place to Live” 


The Problem: a family unit begins to disintegrate under 


the pressure of having an older person live with them. 





more than a guided tour, but a 
warm visual presentation of stand- 
ards giving human meaning to what 
is being seen. 

In the end, the couple is made 
aware of the necessity for greater 
community planning and action at 
an early age to prepare for old age. 

These problems are also those 
which are now facing business man- 
agement as industry is more and 
more involved with the social wel- 
fare of its retired employees. This 
film does not supply the whole 
answer — for business, government 
or indiyidual solution, but it pre- 
sents the challenge movingly and 
should find much use in articulating 
the problem for industry and labor 
groups to study. 

The film closes with a particularly 
cogent phrase: “Indeed, the span of 
life is poorly built if it does not 
soundly reach to the far shore.” 

A Place To Live was directed by 
Lee R. Bobker, written by Ralph 
Schoolman and narrated by Alex- 
ander Scourby. 

National distribution is being 
planned, and prints may be pur- 
chased through Dynamic Films, Inc., 


112 West 89 Street, New York. 














































In a world where so much is being 


done, his hands have nothing todo... 




















ABOVE 


alone... 





The knowled ge that 





the last twenty years 
ee gift of modern 
medicine and science 


need not be Spent 







. unwanted 


> ieee. 


An answer: within the confines of this well appearing, 


pleasant house are the ingredients that impart, to those 
that live here, a sense of pride in where they live. 


What magic place is this—that can take the 
worn, faded fabric of a life and weave for it 


strong new cloth with thread of belonging. 


Something to do—nothing so burdensome that it puts unfair demands on 
the sometimes limited capacities of the aged, but rather a chance to work 


and enjoy the companionship that comes from working and living together. 





i ae) ee 


A piece of earth can add infinite dimension. 


RIGHT 
Recreation is 
a part of life, 
not merely a 
substitute for it. 



































































































ACKNOWLEDGMENT 


“A Place to Live” 


Left: Lee R. Bobker, who di- 
rected A Place to Live, the 
film study of the aged. 


THe Propucer: Dynamic Films, Inc., for the past 10 
years one of nation’s leading producers and holder of 
many major awards in the documentary field. 


Tue Director: Lee R. Bobker, who directed A Place to 
Live, is observing his seventh year in the film field; he 
holds over 50 credits as writer, director and producer. 


THe Writer: Ralph Schoolman, holder of many awards 
as a writer of business and documentary films. 


CINEMATOGRAPHY AND Epitinc: Ray FE. Long was behind 
the camera; Irving Oshman edited A Place to Live. 


NARRATION: was by Alexander Scourby, who played sec- 
ond lead to Claude Rains in Darkness at Noon and who 
narrated the Academy-winning film Victory at Sea. 


PROFESSIONAL ApvisoRY COMMITTEE: Margaret DuBois, 
M.D., Chief, Division of Hospitals, Conn. State Dept. of 
Health; Flora Fox, Executive Director, Central Bureau for 
the Jewish Aged; Raymond W. Houston, Commissioner, 
State of New York, Dept. of Social Welfare; Mother M. 
Bernadette de“Lourdes, O. Carm., Director, Mary Man- 
ning Walsh Home. 


PicTuRES IN THis SECTION BY MarJory CoLLIns 




















HE Propuction Project for A Place To Live 
4p eed initiated by Nathan Zucker, president of Dy- 

namic Films, as a part of his concept that there 
are wide areas of human relations and public informa- 
tion subject matter in which films are sorely needed but 
for which funds are lacking. 

In this case, as in many others, Mr. Zucker felt so 
strongly about the need for an authoritative film in the 
area of old age that Dynamic Films, in cooperation 
with the National Social Welfare Assembly, under- 
took the financing. The Assembly provided script and 
production guidance and notified all its member 
agencies about the film, and, as a result, an important 
film was created and produced. 

Mr. Zucker’s approach to this problem seems more 
that justified. Since the first two weeks following re- 
lease, Dynamic has received over 500 requests for the 
film. 

Nathan Zucker has this to say about this and similar 
projects: “It is about time we film producers stopped 
measuring the films we produce only against the direct 
contracts we have. We are in a tremendously important 
position in a mass communication medium that puts 
upon us the responsibility of producing top-quality, 
professional films where they are needed. If the funds 
are not available, it is up to us to find the way. Dy- 
namic will continue to explore every avenue possible 
to make available films that have an important con- 
tribution to make in our society. a 
























































And though the light fantastic may have 


lost some of its lightness, it has lost none 


of its gaiety and sense of well-being ... 









Meet Junebug Clark: New Star 


Press Photographer, Junior Grade, Enlivens a Chrysler 


Film “Principal Product” as He Takes in 1956 Models 


HE ACTOR WATCHED the 

rough-cut screening thought- 

fully. And there’s reason for an 
actor to be thoughtful when he sees 
himself in his first leading role. He 
made no comment until it was over. 
and the lights were on: 

“You act so long, and it comes 
out so short,” he said wistfully. It 
wasn t exactly a brand-new thought. 
Actors have been saying or at least 
thinking the same thing ever since 
the first 
fluttered 


moving picture images 


across a screen. And the 


only thing that makes it worth re- 





Junebug specializes (he has to) in low-angle 
shots. Here’s one of Chrysler Corporation 
president L. L. Colbert (facing camera above). 


peating is that this actor was saying 
it with real conviction at the age 
of six. 
He’s a Real Pro at Six 

His name is Junebug Clark, and 
doing some fairly remarkable things 
at the age of six was no special 
novelty to him. By “profession” 
the quotation marks aren't really 
necessary —he is a photographer. 
He sold his first picture story at the 
age of five. (Owned his first Leica 
three.) He has ap- 


when he was 


peared on network tv. been de- 


scribed in American Magazine 
among “America’s Most Interesting 
People;” sold picture stories “in re- 
cent years” to any number of publi- 
cations and with quite a bit of 
regularity to the Detroit Times. 
The new film in question is titled 
Principal Product .. . 
ly in question. Sponsored by Chrys- 


and it’s hard- 


ler Corporation as part of the nimble 
“forward-looking” film program 
conducted in the last year or so, 
Principal Product spells itself out 
with a capital Prod where public re- 
lations values are concerned. Length 


is 13:25: the film is black and 
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white. The principal distribution 
will be in local television. 


Junebug Delivers the Pix 
It is, in brief, a story about a 
reporter on the staff of a picture 
magazine assigned to bring back 
“oreat” pictures of one of the big 
Detroit Previews of 
mobiles (Chrysler automobiles). The 


Press auto- 
photographer assigned to the story 


is an habitual no-show and 
doesn’t show. The reporter, in dis- 
tress, hires a Detroit photographer 
sight unseen. The new “man” turns 
out to be six-year-old Junebug Clark. 
The reporter sees unemployment be- 
coming a lively possibility, but he 
has no choice. He and Junebug hop- 
scotch about the Press Show snap- 
shooting everything in sight. The 
result: Great Pictures. The end: 
Happy. natch. 


The special knack of the film is in 





Another of Junebug’s special angles catches 
TV spokesman Bill Lundigan during interlude 
at the press premiere in the film. 


the way it remains a perfectly good 
piece of entertainment for screen or 
tv. full of and still untrammeled by 
the sponsor’s product. Automobiles 
are clearly a part of the subject of 
the film; it manages in fact to say 
some fairly complimentary things 
about them. Still the purest censor 
would not call it commercial. The 
“product” is simply there; it isn't 
led in surreptitiously on a leash. 


“Discovered” by Mitchell 


The producer, Jim Mitchell. of 
Jim Mitchell Associates, Detroit, has 
been a maker of industrial pictures. 
Principal Product is his first but 
certainly not his last foray into pub- 
lic relations films. It was Mitchell 
who “discovered” Junebug’s movie 
potential and offered Chrysler Cor- 
poration a cafeteria of possible ways 
to use his talents in film. Chrysler’s 
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Camera veteran John Geisel who lensed “Principal Product” gives still-man 
Junebug Clark (eye on the job) a check-out on movie cameras. 


film chief. Tom 
script. Jack Glenn, long-time maker 
of March of 


theatre features as well as public 


Marker. wrote the 


Time pictures and 
relations films. directed. The direc- 
tor of photography was John Geisel. 
who first handeranked a camera 
pointed in the general direction of 
Theda Bara. So Mitchell acquitted 


his initial producer responsibility in 





And here’s co-star and producer Jim Mitchell 
in one of those off-guard moments every 
young photog strives to capture with his lens. 


the live action field with the good 
insurance of veteran talent. 

Most curious switch in the casting 
came when Director Jack Glenn de- 
that Mitchell himself 


play the reporter role. A long man- 


cided would 
to-man friendship between Mitchell 
and Junebug had given him a good 
edge. Glenn looked over some excel- 
lent talent but decided that the some- 
times-slippery politics of handling a 


child 


verformer favored using a 
} 2 


at te a 


Right: laden with the tools of his trade and 
some of the impedimenta of a standard six- 
year old Junebug Clark arrives at Chrysler 
Proving Grounds to begin work. 


familiar face in the opposing part. 
After a brief 
period of pshawing and blushing, 


Mitchell agreed. 


(less than a minute) 


Son of Detroit Photographer 

The six-year-old star is the son of 
Joe Clark, well-known Detroit still 
photographer work 


with regularity in nearly every na 


whose appears 
tional magazine. Clark, originally a 
Tennesseean. identifies himself with 
a pixie suffix: Joe Clark, H.B.S.S.. 
and is so known in a lot of editorial 
offices. The meaning? Hill Billy Snap 
Shooter. In 


explains, Junebug is not an uncom 


Tennessee. papa ( lark 
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HE PLASTICS INDUSTRY, 
with current sales of nearly $2 
billion a year, still considers it- 
self an infant, just getting into 
stride. Since 1940, the amount of 
plastics used by the average family 


has increased from nine pounds to 


83 pounds a year, and it is pre- 
dicted that by 1960 the amount will 
be 152 pounds and the industry will 


be doing a yearly business of about 
$4 billion. 

Monsanto Chemical Company, 
me of the larger chemical com- 
panies, which serves a broad cross- 
section of American business, has, 
as a major customer, the plastics in- 
dustry. In 1954, 14% 


were to plastics products producers, 


of its sales 


ind the company pours a big 3% 
of its total sales revenues back into 
research. 


Translated on the Screen 


This research into the world of 
atoms and molecules is the subject 
of an important new film made for 
MPO Productions. 
distributed by Modern 
Talking Picture Service. The World 


That Nature Forgot, 30 min., color, 


Monsanto by 
Inc. and 


is designed to create a greater in- 
lerest in, and appreciation of, the 
role which plastics play in every- 
day American life. 

The story behind the film goes 
back to thoughts racing around in 
the head of Robert Campbell, a 
science writer for Life, during the 
summer of 1953. Campbell, with a 


backlog of major Life nature and 





“THE WORLD THAT NATURE FORGOT” 


science features to his credit. was 
on leave of absence from his edi- 
torial duties to write the script for 
a film on plastics for Monsanto. On 
the order of Monsanto’s earlier and 
popular Decision for Chemistry, the 
new film was to be the second in a 





series of “adventures in science” 
documentaries, and was to be made 
for the purpose of increasing public 
knowledge of plastics. 

Campbell, searching for a theme. 
fastened upon the beautifully simple 
analogy of the relationship between 





man’s and nature’s “manufacturing” 
processes. Nature combines earth’s 
air, water, and 
and the influence of the 


common resources 
carbon 
sun’s radiation to grow a plant or a 
tree. Man runs the same natural 
elements 


through manufacturing 


THE STORY IN PICTURES 


Above: staff assistants in the 
London studio of Halas & Batchelor 
arrange molecules—composed of 
fluorescent painted balls—for 
“black light” photography of 
molecule sequences in film 

“The World That Nature Forgot.” 


Left: the eyes of three men 

and a camera peer toward a 
manufacturing operation in the 
Springfield, Mass. Monsanto plant, 
headquarters of the company’s 
Plastics Division. Lewis Jacobs, 
director of the film, is shown at 
extreme left; Lawrence Madison of 
MPO Productions, the producers, is 
third from left in the plant scene. 
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The Monsanto Chemical Company Brings a Wondrous Story 
of Plastics and Nature to the Screen in a New Color Film 





plants to make products for his own 
use. 

As Campbell developed the anal- 
ogy it appeared to be simple to 
show, on film, how man had helped 
himself to nature’s bounty, building 
houses from trees, fashioning clothes 
from natural fibres, and using the 
products of the 
metals for tall 


earth’s crust 
buildings and 


spidery bridges. 
How Man Simulates Nature 


But Campbell didn’t want to stop 
there. He felt that most exciting of 
all was the story of man’s simulation 
of nature’s stringing together of 
molecules. Such a thing had never 
before been attempted on film on 
the scale of Campbell’s vision. He 
titled his script, The World That 
Nature Forgot. 

On the face of it the proposal 
Campbell took to the research group 
of Monsanto’s Plastics Division at 
Springfield, Mass., in the fall of 
1953, was almost brash. He wanted 
a sequence showing molecules doing 
what comes naturally. He wanted 
shown, for example, how a common 
ethylene molecule is formed by the 
marriage of two carbon atoms and 
four hydrogen atoms. He wanted the 
classic benzene ring portrayed and 
its subsequent union with ethylene 
to form the molecules of styrene. 


Chapin Plots “Molecule Ballet” 


It can only be assumed that the 
practical difficulties of portraying 
with reasonable accuracy what no 
man has even seen were explained 
at length to Campbell. But it can be 
concluded that his enthusiasm and 
imagination were contagious — for 
Dr. Earl Chapin, of the Monsanto 
research group was soon plotting 
how the “molecule ballet” could be 
accomplished. 

Dr. Chapin started blocking out 
the possible movements, helping 
himself to a box of wooden balls of 
various sizes and colors which he 
kept around for the precise purpose 
of simulating the groupings of mole- 
cules. 

Plant Sequences Are Planned 


Meanwhile, MPO Productions, 
Inc., producer of Decision for Chem- 
istry, had been retained in similar 
capacity for the new plastics film, 
and was grappling with the problem 
of shooting the bulk of the footage 
for the film. Campbell's script called 
for sequences made at several Mon- 
santo plants and at plants of Mon- 
santo customers. What he wanted 
was not exactly routine. But the 
horrendous difficulties of capturing 
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on film Campbell’s imaginative 
ballet” 
clearer all the time. 


“molecule were becoming 
It was no less of an adventure in 
MPO than for Dr. 
Chapin. The latter sat down and 
with the help of models and stacks 
of drawings, told the 


science for 


producers 





production of the opening “mole- 
cule ballet”. 

The project was carried out in a 
specially constructed studio in Lon- 
don which became a maze of steel 
wire running every which way. On 
the wires the Halas and Batchelor 
staff arranged thousands of wooden 
balls of various sizes representing 
the molecules. The balls were indi- 
with an_ electric 


vidually coated 





Balls representing clusters of atoms in molecular formation were strung on 


guide wires for “molecule ballet’ 


what would have to be shown. They 
first had to establish what molecules 
looked like, and that was a graphic 
problem in itself. A molecule is not 
a solid ball; it is generally an aggre- 
closeup, the 
scientist said, the atoms should be 


gate of atoms. In 
hazy and lose definable shape. The 
molecules should be in constant mo- 
tion, twisting, turning and rotating, 
over and over. Since they 
about in 


zoom 
without 
any apparent rhythm, a special type 


every direction 
of stop motion photography was 
obviously in order. 


Call on Halas & Batchelor 

The outcome of many such plan- 
ning sessions was a transatlantic 
telephone call to John Halas of 
Halas & Batchelor Cartoon Films, 
Ltd., in London. Halas’ studio is one 
of the world’s leading motion pic- 
ture experimental centers, and the 
birthplace of many new special ef- 
fects in the fields of animation, time 
lapse, model and process photogra- 
phy. Halas agreed to undertake the 
job, and after consultation with 
MPO and Dr. Chapin, he and his 
business partner (and wife) Joy 
Batchelor spent the spring and sum- 
mer of 1954 planning the physical 


1955 


“The World That Nature Forgot.” 


fluorescent paint in various bright 
primary 
arbitrarily to differentiate the mole- 
cules and lend a pleasing esthetic 
effect. When photographed under 


colors colors chosen 


black light each ball gave the ap- 


pearance of having its own indi- 
vidual light source. 

Following the “shooting script” 
sketched out by Dr. Chapin, the 
laborious frame-by-frame photogra- 
phy got under way. In some shots 
as many as a thousand balls ap- 
peared, which meant that for each 
frame, every one of the balls had to 
be moved. 


Halo Effect a Difficult Feat 


Early test footage indicated that 
the problem of creating a “uni- 


verse’ in which the molecules 
zoomed in toward the viewer, ro 
tating and linking with other mole- 
cules had been solved satisfactorily. 
But the “halo” effect didn’t conform 
to Dr. Chapin’s specifications. 

To prov ide control of the halation 
effect the movements of the mole 
shot 


ground glass. When this didn’t give 


cules were first through a 
the proper light transmission, liquids 

first water and then oil — were 
wiped on the ground glass surface. 
The oil film created a halation with- 
out completely diffusing the images 
of the molecules, much as a halo is 
created around a street lamp on a 
misty night. Final sequences were 
shot by reflecting the images of the 
molecules through the ground glass 
and then into the camera from a 
mirror placed at a 45 degree angle 
to the lens. 


Benjamin Frankel Composes Score 


The result was so new and un- 
earthly that 
Frankel, who did the musical score, 


composer Benjamin 


(CONCLUDED ON PAGE 65) 


The beauty and practicability of plastics are symbolized in this informal dinner 
setting which appears in Monsanto’s color film on plastics produced by MPO. 
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The long-awaited Continental Mark |! makes its bow in elaborate Parisian street scene at Ford Rotunda. 


Ford Continental Makes Film Debut 


America's Newest Luxury Car Is Presented to Press and Public in a Colorful 
Sound Motion Picture That Takes Viewers Behind Design, Production Lines 


Sponsor: Ford Motor Company. 


Title: Continental, 15 min.. color. 
Raphael G. Wolff 


produced by 
Productions. 


* In a setting and manner as lux- 
urious as the car it was designed to 
introduce, the film Continental was 
used to present the model itself at a 
grand press showing in the Ford 
Rotunda at Dearborn, Michigan. 
The Continental Mark II is the 
lineal successor to the Lincaln Con- 
tinental, a most luxurious car which 
was produced in small quantities 
from 1939 to 1948. 
Lincoln Continental was first de- 
signed by Edsel Ford as his own 
personal car, but there were so many 
demands for replicas of it that it 
was put into limited production. But 
with the post-war demand for 


The original 


Cameraman Arthur Treutelaar (on 


floor, fore- 
ground) lines up a scene with William Clay Ford, 
president of Continental Division, Ford Motor Co. 
and John Reinhart, chief stylist, in new film. 


volume-produced automobiles the 
manufacture of the Continental was 
discontinued in 1948. 

In 1952, William Ford and his as- 
sociates started designing a new car. 
with the old Continental as the fore- 
runner, but with innumerable ad- 


vances in design and 


styling, 
mechanical parts. It was over three 
years later that the new car, a veri- 
table 


ready for unveiling. 


sable-class automobile, was 
Command Screen Performance 
And a film, of course, was chosen 
to introduce and tell the  back- 
ground of the Continental. Ben D. 
Mills, assistant general manager of 
the Continental Division, Ford Mo- 
tor Company, said, in part, in his 
press conference preceding the show- 
ing of the film and car, “In a sense. 
the revival of the Continental was a 


Mr. Ford, John Reinhart, and Harley Copp, auto- 
motive engineer (left to right, below) examine 
the rendering of the new Continental in this 
scene from the introductory color film. 


command performance, answering 
the continuous stream of inquiries 
asking, in substance, when are you 
going to revive the Continental?’ 
We felt that under these circum- 
stances, we should record. in mo- 
tion picture form, the story of the 
new Continental. We had wished 
many times that we had made a 
similar picture covering the old 
Lincoln Continental.” 

Three Years in Preparation 

Continental tells in 15 minutes the 
story of three years of planning and 
preparation behind the new Conti- 
nental — Mark II. It shows the de- 
sign development and mock-up mod- 
els of the new car, the testing, and 
the completed car itself against a 
variety of luxurious backgrounds. 

At the press preview the new car 
was unveiled in the Ford Rotunda 


in a complete French scene beneath 
an exact scale model of the Eiffel 
Tower. Interest in the new car has 
been intense, and the film has been 
shown around the country to deal- 
ers, members of the press in many 
other cities, and to interested busi- 


ness groups. 


The Medium Does the Job 

Continental is another good ex- 
ample of what a motion picture can 
do that no other medium can do in 
introducing, highlighting, taking 
people behind the scenes, and 
demonstrating in action. The Conti- 
nental is a beautiful luxury car. The 
Continental is a beautiful picture to 
complement it. ae 


a * * 


Learn About Your Heart 
* The most important step in med- 
ical safeguarding of the human 
heart is a step all too many people 
are reluctant to take: the step into 
the examination room. A new sup- 
plement to the list of “heart” films 
should help to make that step easier. 

The Doctor Examines Y our Heart 
is an 1114-minute black and white 
motion picture which shows that 
while the heart is the strongest 
organ of the body. it requires, like 
other mechanisms, a doctor’s check- 
up so that inherent or developing 
irregularities can be dealt with. The 
film was produced by Bray Studios, 
Inc.. New York. in collaboration 
with the American Heart Associa- 
tion. 

The film’s psychology is that those 
who see the examination room in 
action and learn the why-and-how 
of every step in heart screening 
will understand that there is no 
cause to fear an examination. 

The American Heart Association 
is preparing a Discussion Guide for 
use with The Doctor Examines Y our 
Heart, copies of which will be avail- 
able with the film. The film is 
available only from the producer 
and distributor, Bray Studios, Inc., 
729 Seventh Avenue, New York 19. 


The Continental—star of the new sponsored motion 
picture by that title is shown as the veil of secrecy 
is lifted for a moment at the garages of Dearborn, 
Michigan test track. 
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s THE PusLic INTERESTED? — 
This is the real test of a public 
relations or institutional motion 

picture. Sales film value is tabulated 
in sales figures, training film effect 
is told in job efficiency. 

But “box office” — the volume of 
voluntary attendance —is an im- 
mediate, tangible indication of the 
public relations film’s vitality, its 
pulling power. 

Get the Public Interested 

How one sponsor — The Ohio 
Oil Company made sure its “pr” 
picture passed the box office test in 
Findlay, Ohio 
up to a meaningful case history of 


one town adds 


the in- 
itial securing of public interest. 


sponsored film promotion 


The Findlay story lesson is that 
it pays the sponsor to get in and 
pitch for all the film is intended to 
be worth, that public interest is too 
important to be taken for granted, 
it must be stimulated, nourished. 

The Ohio Oil Company sponsored 
as its good-will vehicle The Case of 
Officer Hallibrand, a 27-minute traf- 
fic safety film — an excellent public 
service subject for a company whose 
fortunes are related to the auto- 
motive industry. 

Capitalize a Good Picture 

When prints of the film arrived 
at The Ohio Oil Company from 
Wilding Picture Productions lab at 
Chicago, the sponsor’s public rela- 
tions contingent could have sent out 
blurbs to 
laneous newspapers or held the con- 
ventional 


some verbose miscel- 


“press premiere,” dis- 
patched a few routine announce- 
ments of the film’s “availability” to 
“clubs, ete.” and rocked back on 
their swivel chairs to await requests 
for “free loan.” 

In time, these low tempo tactics 
might have had worthwhile results. 
If the response was gradual, for 
several months the company’s higher 
eschelon could have suffered reason- 
able doubts about their sponsored 
motion picture’s appeal. 

Plan of Action Is Devised 

However, during weeks when The 
Case of Officer Hallibrand was mak- 
ing its debut in special group show- 
ings, Ohio Oil’s public relations 
staff, managed by M. S. Hauser, 
went to work on a real, live, maxi- 
mum-public test, conditioned with 
all the promotion impact at their 
disposal. In effect, they said: “We've 
got a good public service feature, 
well make it truly public. We'll 
put it where they all can see it, 
competitively where they ll pay to 
see it; well make them want to see 
it, we'll keep after them until they 
do see it.” Simply, the pr staff 
merchandised Ohio Oil’s safety film 
just as Hollywood producers and 
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Promoting the Sponsored Picture: 
Ohio Oil Shows Effective Technique 


How Maximum Audiences in Findlay, Ohio Were Reached 
Through Publicity Campaign for Traffic Safety Film 


theatre managers merchandise, for 
example, /t’s Always Fair Weather 

with which the sponsored film 
Findlay’s State 
Theatre. This was the box office test 


was coupled in 


and for five straight days the spon- 
sored film-Hollywood movie combi- 
nation outgrossed the normal Holly- 


wood-movy ie-only revenue, 


Publicity Channels Reviewed 
The Ohio Oil pr department's 
Activity Summary” 
on the Findlay showing of The Case 
of Officer Hallibrand is a terse out- 
line of successful sponsored film 


“Promotional 


selling. It shows how multiple media 


advertising kept the siren blowing 
for Officer Hallibrand to arrest pub- 
lic attention. Excerpt: 
“Theatre Management — Close 
communication was maintained with 
Howard 
State Theatre, to avoid conflicting 
promotion or unwanted duplication. 
Mr. Wilson was enthusiastic and 
cooperative, not only in the support 
of our plans but in his own adver- 
tising. The State promoted the fea- 
ture attraction in their normal man- 
ner, i.e., lobby and window posters, 
previews, and newspaper ads. In 
addition, the size of the State’s news- 
paper ad was increased to permit a 








tude of the driver behind the wheel. 









The Case of | 
OFFICER > 


HALLIBRAW 


In this tense drama of a traffic politeman 
you'll see demonstrated vividly the most 
important thing in safe driving—the atti- 


Here, marked by realism and tragedy, 
is a vital lesson for everyone whose careful, 
intelligent driving can mean real safety on 
our highways. We urge you to see it! 





oe 

















nterest by 





small window poster 


Well-designed promotional posters, suitable for theatre tie-in advertising, . 
were an integral part of the Ohio Oil Company’s campaign strategy 
behind its award-winning traffic safety motion picture. 


1955 


Wilson, manager of the 
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Always Fair Weather,” 
Gene Kelly, Dan Dailey and Cyd 
Charisse, 


I 
Ss 
c 
tion these 
' Rallibrand 
4 wilt play with the feature, =| 





Stories like these helped to 
acquaint readers with im- 
pending theatrical release. 





description of our movie and six 
radio commercials were purchased. 
Space was made available to us in 
the theatre lobby and in six retail 
store windows that display State 
Theatre poster-frames.” 


Posters in Theatre Lobby 

A socko 40° x 60" showease poster 
and a 35° x 30° lobby poster gave 
the film a point-of-entry boost at 
the State Theatre. Officer Hallibrand 
shared shop windows with Gene 
Kelly — in 6° x 9” posters flanking 
11” x 12° frames splashing /¢t’s Al- 
ways Fair Weather. As Findlay folk 
passed the barber shop, the hotel. 
the music store, the cleaners, the 
furniture store, the valet service. 
there was Officer Hallibrand whose 
traffic safety story they shouldn't 
miss at the State Theatre. 


Local Newspaper Ads Used 

The promotional diary continues: 
“Newspaper and Radio 1 6"x9 
ad was run Saturday, Monday and 
Tuesday, November 5, 7 and 8 in 
the Republican-Courier. A 200-word 
news release about the movie's pur- 
pose, story and cast was released to 
the local newspaper and used on 
Saturday. ... A short release to the 
Office News (company 
publication) ran on the front page 
of their November 4 issue. A one- 


General 


minute announcement was spotted 
13 times over radio station WFIN 
during the Dick Daugherty, Jack 
(CONTINUED ON THE NEXT PAGE) 
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“1. 


The State Theatre lobby featured these pictorial poster displays on the Ohio 
Oil picture during its run; audience interest was thus capitalized before viewers 
saw the company’s interesting and highly-useful traffic safety motion picture. 


Promoting the Picture: 


(CONTINUED FROM PRECEDING PAGE} 


Douglas and Allen Dudley programs 
(November 4 through 8).” 

The Republican-Courier news 
story, published one day before the 
film was to appear said: 

“The Case of Officer Hallibrand, 
a motion picture about a typical 
trafic policeman, marked by realism 
and tragedy, will be shown at the 
State Theatre Sunday through Tues- 
day. Nov. 6, 7 and 8. 

“Produced in the public interest 
by the Ohio Oil Company and 
filmed by Wilding Picture Produc- 
tions, Inc., the motion picture stars 
Milbourne Stone of Hollywood and 
television fame and Emery Parnell, 
noted character actor. 

“The picture is the outgrowth of 
the extensive safety campaign started 
last year when President Eisenhower 
called a White House conference to 
ask for cooperation of business and 


industry in a crusade to cut the 
number of deaths and injuries due 
to automobile accidents. Ohio Oil 
cooperated by producing The Case 
of Officer Hallibrand. 

“The 27-minute film demonstrates 
how selfish, inattentive or fatigued 
drivers cause more death, injury 
and property loss in America than 
all crime and fire combined. This 
dramatic story accurately and force- 
fully documents the real concern, 
the relentless efforts of our traffic 
officers throughout the nation to 
combat these dangerous driving atti- 
tudes. 

“The Case of Officer Hallibrand 
will play with the feature, /t’s Al- 
ways Fair Weather, starring Gene 
Kelly, Dan Dailey and Cyd Cha- 


risse. 
Reached Several Channels 
This 


batim. as received in a release from 


report ran virtually ver- 
the Ohio Oil pr department. Similar 
brief. sound copy was repeated on 
the air, in the company paper and 
in letters to leading citizens. Here 
is the kind of publicity which makes 


a - 7 


Left: promotion can begin during 
actual production. Evanston, Illinois 
crowds saw the thrilling crash scene 
being lensed by Wilding crews; good 
publicity shots resulted. 


the sponsored film a big event, 
which clearly spells out: “Produced 
in the public interest by the Ohio 
Oil Company,” which introduces 
the sponsored film as a compelling 
educational companion to escapist 
fare. 
Good Use of Direct Mail 


The promotional report resumes: 
“Direct Mailing A letter from 
Findlay Automobile Club’s presi- 
dent, O. F. Moore, was mailed to 
all 4,700 Findlay AAA members. 
The letter, mentioning the movie 
and its show dates, suggested that 
members would find a motoring 
safety film of particular interest to 
them.” This 
printed, stamped and 
Ohio Oil. 


leaders and officials normally con- 


letter was written. 
mailed by 


A letter to community 


cerned with motoring safety was 
signed by M. S. Hauser. “Compli- 
mentary passes were included.” 
Public Relations Manager Hau- 
letter to prominent citizens 
spoke of their interest in safety edu- 


ser’s 


raincheck : 
would be very 
happy to arrange a showing for you, 


offered a 
“this department 


cation and 


your friends, or any group. . 


The direct mailing list included 
heads of the chamber of commerce, 
city and county officials, candidates 
for office, heads of insurance and 
automobile associations, the safety 
council mentor, high school driving 
instructors and, of course, officers 
of the highway patrol. 

Under “Apparent Effectiveness 
of Local Promotion,” the pr record 
has this to say: “The State Theatre 
furnished us with attendance and 
revenue figures for the nights The 
Case of Officer Hallibrand was 
shown. They also established the 
normal revenue figures for these 
nights.” These figures read: 

{ctual 

Revenue Revenue 
Nov. $ 600 $ 803 
Nov. L150 L170 
Nov. 150 170 
Nov. 75 133 
Nov. 10 200 304 


Vormal 


TOTALS 
The report notes: “Howard Wil- 
son, State Theatre manager, feels 
that the increase of $405 in revenue 


$1175 $1580 


definitely reflects the promotion gen- 
erated by The Ohio Oil Company 
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arranged for field offices ana 
the movie is receiving neation- 





@h Tuesday, Nov. €, 

a 8, It will 
run along with the 
regularly scheduled 
feature, “It's. Al- 
ways Fair Weather," 
starring Gene Kelly, 4 
Dan Daily and Cyd i 4 
Charisse. x 

Initial showings of the filn 
were viewed previously by General 
Office employees, and those who 
missed it then were given another 
opportunity to see it this after- 


| have also been 
to clubs, 


schools and orgs tions inter- 
ested in traffic safety, Man 








The company’s internal house organ is a key spot for film announce- 
ments, heightens employee interest and participation. 
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supporting the showing of their film, 
The Case of Officer Hallibrand. Dur- 
ing the five show nights, some 2,492 
people (including 66 complimentary 
passes) attended the theatre.” 

The attendance increase at the 
State Theatre is significant because 
of the voluntary quality of the audi- 
ence. The possibility that part of the 
audience came primarily to see the 
Hollywood musical, the fact that the 
extra advertising also called 
entertainment film, 
does not detract from the merit of 


more 
attention to the 


this kind of programming. 
The theatrical bill programming 





makes seeing the safety film a popu- 
lar imperative, part of the “must 
see it, don’t miss it” magnetism 
which sells entertainment. The pub- 
lic sees and hears that the sponsor 
is proud of his film: it is unique, it 
belongs in the attention circle. The 
pr film is a company show-piece and 
as such it deserves and benefits from 
the celebrity treatment. 

Mr. Wilson, 
evidently satisfied that the 
double bill was a winner. He ex 
tended the Hallibrand-Fair W eather 
program two days beyond the origi- 


nal three-day schedule. Lp 


the theatre manager, 


was 


DISPLAYS FEATURE POSTER AND POLICE EQUIPMENT 





Local merchants are often glad to 
film; either theatrical or 16mm showings can be promoted. 


“tie-in” with sponsored 


Here’s a Check-List of the Film Promotion Media 


from the Ohio Oil 
BUSINESS SCREEN 
here presents a checklist review of 


* Taking a cue 
Company report, 
media awaiting the who 
wants to be sure of doing business 
with his film: 


sponsor 


PRESS In and in 
Findlay 


the newspaper. 


Philadelphia 
“nearly everybody” reads 
Promotion in daily 
and weekly newspapers stamps the 
sponsored film as “news,” something 
of importance to the community; 
paid advertising in the general press 
amusement pages speaks to the wide, 
market-going public. Feature stories 
and display advertising in general 
and trade magazines and articles in 
company publications likewise reach 
a large public and give the film a 
more permanent prestige. 


* % ut 


TELEVISION Besides its mass-audi- 
ence value as an actual theatre, tele- 
ability to reproduce the 
picture makes it a lively 
Trailers and 


vision’s 
motion 
promotional medium. 
spot announcements can do the same 
job for the sponsored film that they 
do for the entertainment feature 

delivering powerful “coming attrac- 
right into the parlor. The 
significance can 


tions” 
film’s community 
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be authenticated in tv’s 
public service shows. 


numerous 


% ae cs 


Rapio — The Ohio Oil 
made full use of radio to keep the 
title The Case of Officer Hallibrand 
Findlay homes. 
Stressing the timely, informational 
worth of the film in brief, clear pro- 
motional copy can merit comment 
from Radio 
cials have a bulletin effect, repeated- 
ly reminding the listener to see the 


Company 


echoing through 


newscasters. commer- 


film now. 


+ % t 


Direct Mait — Here, 
tailored forms, is the 
of promotional media. Often thought 
a method for 
special audiences, direct mail can 


in precisely 


secret service 


of as only reaching 


help draw the major public. By 
“pen-pointing” a personalized mes- 


sage to organizational heads and 
community leaders, underscoring the 
film’s part in some effort with which 
these authorities are concerned, di- 
through this 
groups 


rect mail soon speaks 
leadership —to the active 
which form the public. 


* * % 


Showcards 


Posters, 
elementary an- 


BILLBOARDS. 


Traditional, these 









= 


THEATRE BILL ADVERTISING TIE-INS PROMOTE OHIO OIL PICTURE 
























! . 

LAST DAY! IN CINEMASCOPE - 
MICHAEL RENNIE % ANTHONY QUINN IN “SEVEN cities or coLD” | 
2 QUINN I} 

| STARTS 3 BIG 

| SUNDAY ‘ paYs 

_ *eeeaeeoneee at etaeee cen 


————eE 


EXTRA. vii 
ADDED 


at * & 
SPECIAL 
FEATURETTE 


to see it! 









an *x 


KELLY * DALY 0. ps 


CHARISSE~GRAY S24 . 
michaee KIDD & 


! BETTY CON a UL EEN - NORE RENIN 
RTT COMER a ISP REEN «i 


“THE CASE OF OFFICER HALLIBRAND” 


In this tense drama of a traffic policeman you'll see 
demonstrated vividly the most important thing in safe 
driving—the attitude of the driver behind the wheel. 


Here, markéd by realism and tragedy, 
for everyone whose careful, 
mean real safety on our highways. 


Presented in the public interest by The Ohio Oil Company 


“HALLIBRAND” FEATURETTE AT 2:40-4:50 -7:00 & 9:10 





‘ 


is a vital lesson 
intelligent driving can 
We urge you 








Typical of State Theatre ads was this two-column display whic’) gave 
prominent space to traffic safety featurette on program that week. 





nouncements remain basic media 
for telling people “there's show 


coming!” 
title and the 
the world passes by. 


. for keeping the film 
sponsors name where 


tt * at 


THEATRE TRAILERS—Using the mo- 
tion picture theatre itself as a media 
for promoting the sponsored film- 


to-be-shown is tried and true: There 





sits the 


very audience the sponsor 
wants for his picture. Give them a 
preview, tell them about the film, 
bring them back to see it. Le 


Epitor’s Note: because promotion 


is one of the real keys to successful 
film use, further articles on this sub- 
ject are in preparation for early 


issues in 1956. 














Ensemble number in Studebaker’s musica! show “The Big Story” introducing the company’s 1956 model line. 


Studebaker Unveils 1956 Marlels 


Live Musical and Films Presented at Dealer Meetings 


te) | \ LE, P( W ER. color. star per- 
formance the very points of 


appeal that automobile salesmen 
use to sell their high-powered wares 

recently were used by the Stude- 
baker Corporation to sell its dealers 
on the new Studebaker models. The 
sparkle and rhythm with which 
Studebaker generated sales enthusi- 
asm was contained in a live-musical- 
film-sample package show which 
toured the country and picked up 
so much momentum that, enroute, 
it took to the sky. 

Giving Studebaker dealers some- 
thing to sing about was The Big 
Story which originated at the Stude 
baker convention in the Mark 
Hellinger Hotel, Detroit, then went 
to New York City 


nouncement of new models to deal- 


with the an- 


ers. Thereafter, the show started its 
planned tour across the nation by 
train and truck. The demand for 
the show grew so rapidly that the 
whole production sometimes was 
flown from one city to another to 
meet tight schedules. 


Lively Musical for Morale 


Produced by Regan Film Produc- 
tions, Inc., Detroit, The Big Story 
was composed as a live musical re- 
vue with original music and dance 
numbers which gave a_ personal, 
lyrical touch to sales campaigns. 
The musical’s purpose was to build 
morale, to get dealers whistling the 
Studebaker sales tune. Clinching the 
sales story were a color motion pic- 
ture and eight sound slidefilms used 
by dealers later as sales prepara- 
tion follow-up. The motion picture. 


Transtars, gave the dealers a 12- 






minute preview of the entire new 
Studebaker truck line 


the corporation the burden of carry- 


sparing 


ing the trucks as part of the show. 


Slidefilms on Sales Points 


Three of the dealer sound slide- 
films covered the selling of Stude- 
baker's new line of passenger cars: 
one slidefilm featured the sponsor's 
new sports model; two. slidefilms 
stressed truck prospecting and mer- 
chandising and two others beamed 
information on used car merchan- 
dising. 

The musical revue has completed 
its salutary tour but the motion pic- 
ture. Transtar, continues to do a job 
for Studebaker now as a direct 
sales tool. It has been distributed to 
all zone and district offices to en- 
able salesmen to show 
Studebaker trucks in action. i 


The Colorful Story 
Behind Lees Carpets 


Sponsor: James Lees and Sons 


prospects 


Company. 
Title: What Color Can 
Do, 12 min.. color. produced by 


{mazing 


On Film Incorporated. 
* Boris Kaufman, last year’s Acade- 
my Award winner for cinematogra- 
phy of the low-key, b&w feature On 
the Waterfront, has turned his tal- 
ents to this new film which features 
color as its main subject. Outcome: 
an exceptional picture. 

Aimed at 
exclusively, the film 


audiences of women, 
shows how 
color can vary the mood and atmo- 
sphere of a home. 

Distribution is by Association 


Films, Inc. Ly 


Tale of Holland Bulbs 

Sponsor: The Bulb Growers of 
Holland. 

Title: The Promise of Spring, 18 
min., color, produced by D.P.M. 
Productions, Inc. 

* This film tells the story of a 
young couple who move to the sub- 
urbs and start planning a Spring 
garden from scratch. Luckily, their 
neighbor is Fred Rockwell, senior 
editor of Flower Grower Magazine, 
who provides them with much use- 
ful advice. 

From planning to planting, the 
garden progresses famously until 
six months later tulips, hyacinths 
and daffodils of many colors and 
varieties are in full bloom. 

The Promise of Spring is being 
distributed on free loan by Films 
of the Nations Distributors, Inc., 62 
West 45th St.. New York. Ly 


“Behind Your Telephone Hill” 


A New American Telephone Picture Takes Customer Behind Scenes 


Sponsor: American Telephone 
and Telegraph Company. 

Title: Behind Your Telephone Bill, 
15 min., color, produced by John 
Sutherland Productions. 


* Behind ) our Telephone Bill shows 
the complications of servicing and 
keeping track of millions of tele- 
phones and daily calls. and how the 
new electronic machines are simpli- 
fying and speeding up the process 


RIGHT 


This film scene 

is from the recent 
A.T.&T. motion picture. 
Shows how modern 
1.B.M. equipment adds 
to speed and accuracy 
of billing detail 
throughout the nation. 





so that bookkeeping costs on this 
gigantic scale are reduced. 

The combination of animation 
and live action in the picture illus- 
trates vividly how the electronic 
age is taking over the mechanical 
end of human endeavor. A clever 
commentary in verse lightens the 
subject matter. It is a film suitable 
for all audiences and will be dis- 
tributed through Telephone Com- 
pany channels. Vy 





LEFT 


Through modern 
electronic equipment, 
customer records are 
maintained by 
telephone offices; 
helping keep track of 
millions of telephones 
now in daily use. 
Scene from “Behind 
Your Telephone Bill.” 
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Zip! Away bo Womestic Problems 


Conmar Sales Picture in Color Heralds the Jam-Free Zipper 


Sponsor: Conmar Products Cor- 
poration. 

Title: Conmatic, 20 min., color. 
Produced by Sound Masters, Inc. 


* Conmatic, a concise color film 
merchantdrama, will be shown to 
garment manufacturers and_ store 
buyers to convince them of the im- 
portance of a jam-free zipper for 
the clothing they make and sell. 

Conmatic was produced for Con- 
mar Products Corporation by Sound 
Masters, Inc., New York, under the 
supervision of the Dowd, Redfield 
& Johnstone agency. In playlet form, 
the film presents typical situations 
that cause anger, exasperation, dis- 
appointment and delays—situations 
due to ordinary zippers that jam at 
critical moments: 


The Show Didn’t Go On! 

Act 1. Mr. & Mrs. John T. Zilch, 
with $6.60 theatre tickets, are dress- 
ing for the show. The zipper on Mrs. 
Zilch’s dress sticks midway and 
neither she nor Mr. Z, with frantic 
effort, can do anything about it. 
Curtain time, 8:45, goes by. An eve- 
ning spoiled and a dress condemned. 

Act 2. One fine morning little 
Dickie Zilch is ready for school 
bright and early. The zipper on his 
jacket gets stuck and neither he nor 
mother, try as they will, can get it 
to do anything but stick tighter and 
tighter. Dickie is late for school 
agalii. 

How to Ruin a Golf Game 

Act 3. On a weekend, Dad, a low 
handicap golfer, about to start off 
for an exciting foresome, zips his 
jacket — no, the zipper jams and 
chews in deep. Like a bulldog on a 
rag, it defies Dad’s vigorous efforts 


and raises his blood pressure and 
profanity. 
Explanatory Interlude: An_ in- 
structive demonstration by experts 
shows how ordinary zippers get 
stuck and why the giant Conmatic 
zipper, because of its special con- 
struction, can’t get stuck. It prevents 
jams before they start. Many opti- 
cals and trick animation shots sup- 
plement the dramatic action. 
Happy Ending: Dad, Mother and 
Dickie wearing garments with Con- 
matic zippers that always work like 


a charm. We 


Below: remember that golf foursome 
spoiled by a zipper that stuck? 





Index of Sponsored Films 
* A complete review of sponsored 
films which appeared in the editorial 
pages of Business SCREEN during 
this year will be a feature of the 
Sixth Annual Production Review Is- 
sue, out in February, 1956. Titles, 
sponsors and producers are anno- 
tated in this useful report to our 
readers in the industry. Ly 


Rehearsing a scene for “Conmatic” are Roy Gibson, Sound Masters’ director 
(third from left) with actors Allen Frank and Kate Dowd as Max Sapan of 


the agency looks on. 
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This homely farm scene is from Pfizer's new “Victory Over Scours.” 


hey to Livestock Health & Profits 


“Victory Over Scours” Shows Pfizer Antibiotics at Work 


Sponsor: Chas. Pfizer & Co., Inc. 

Title: Victory Over Scours, 13'»2 
min., color, produced by Campus 
Film Productions, Inc. 


* At one time, almost a third of the 
little pigs born each year never went 
to market. Too many pigs and 
calves were caught up in a devastat- 
ing and highly contagious intestinal 
disease called scours. 

In the past decade, however, anti- 
biotics have been discovered which 
arrest and cure the disease almost 
magically. Important among these 
is Terramycin, a trade-marked prod- 
uct of the Pfizer Co. 

Victory Over Scours tells how one 
farmer finds the disease in his herd 
and how he puts the antibiotic to 
work for a quick cure. Other scenes 
show the Pfizer research laboratory 
in Indiana where constant experi- 
ment and development go on to keep 


“The Long Street’’ Shows 


Sponsor: Ingersoll-Rand. 

Title: The Long Street, 28 min.. 
b&w, produced by Princeton Film 
Center, Inc. 

* The Long Street is another spon- 

sored eye-opener about the world 

of wonders industry creates. Here 
is a superman show to humble the 
circus. What big ring attraction 
could duplicate the feat of simpie- 
seeming air drills that slice off huge 
slabs of rock as easily as junior 
chews off a piece of Mackintosh 
apple? 

The Long Street is any American 
super-highway under construction. 


livestock healthier and 


ductive. 


more pro- 

The film is more than a medical 
report it is a human document of 
American farming. I 


Antibiotics are the answer to health- 
ier livestock and more farm profits. 





Might of Road Construction 


Because the construction site is not 
open to the public, the “how” of the 
job done, as well as the “why” of 
to the 
public if it were not for films like 
this which can be seen by millions. 


it, would remain a mystery 


The film combines the fascination 
of American industry at work with 
an explanation of the need for high- 
ways. Ingersoll-Rand equipment is 
not the most deliberately compli- 
cated in industry's bag of tricks but 
the drills have the power that makes 
for unusual excitement. The Long 
Street will carry the Ingersoll-Rand 
product story to the public on tv. 
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PICTURES OF 





THE YEAR: A REVIEW OF FILM AWARDS 





ABC of Jet Propulsion 
Sponsor: General Motors Corp. 
Producer: Sound Masters, Inc. 

Golden Reel Award 


Accounting: Language of 
Business 
Sponsor: American Institute of 
\ccountants 
Producer: Wilding Picture 
Productions, Inc. 
Scholastic Teacher Award 


All I Need Is a Conference 
Sponsor: General Electric Co. 
Producer: Henry Strauss & Co., 

Inc. 
Cleveland Festival “Oscar” 


All Out for Safety 
Sponsor: Nat'l Safety Council 
Producer: Sarra, Inc. 
Nat'l Committee on Films fon 
Safety Merit Award 


America For Me 
Sponsor: Greyhound Lines 
Producer, Jerry Fairbanks 
Productions of California 
Scholastic Teacher Award 


American Farmet 
Sponsor: Ford Motor Company 
Producer: MPO Productions, Inc. 
Scholastic Teacher Award 


And Now Miquel 
Sponsor: U.S. Information Agcy 
Producer: Joseph Krumgold 
Golden Reel Award 


\tom Goes lo Sea 
Sponsor: General Electric Co. 
Producer: John Sutherland 
Productions, Inc. 
Boston Festival First Award 
Scholastic Teacher Award 


Atomization 
Sponsor: Shell Oil Company 
Columbus Festival Award 


Before They Happen 
Sponsor: Nat'l Board of Fire 
Underwriters 
Producer: Audio Productions, In« 
Boston Festival First Award 
Nat'l Committee on Films for 

Safety Plaque 


Big Scot 
Sponsor: Anheuser Busch Co. 
Producer: Wilding Picture 
Productions, Inc. 
Columbus Festival Award 
Stamford, Edinburgh Festivals 


Birds of the Prairie 
Sponsor: Minneapolis Moline Co. 
Producer: Martin Bovey Films 
Columbus Festival Award 


Boston: City of Yesterday 
and ‘Tomorrow 
Sponsor: Boston Chamber ol 
Commerce 
Producer: Martin Bovey Films 
Columbus Festival Award 
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These sponsored motion pictures were honored by awards made dur- 


ing 1955 at various civic film festivals, the Freedoms Foundation 


national competition; selections made by the National Committee on 
Films for Safety and at the International Festivals held at Edinburgh, 


and Venice. Primary interest is given to sponsored subjects. 


Breathe and Live 
Sponsor: Dept. of the Navy 
Producer: Byron, Inc. 
Nat'l Committee on Films for 
Safety Plaque 


Bronchopulmonary Segments 
Sponsor: Pfizer Laboratories 
Producer: Campus Film 
Productions, Inc. 
Cleveland Festival “Oscar” 
Venice International Festival 


Lhe Canada Goose 
Sponsor: Remington Arms Co. 
Producer: MPO Productions, Inc. 
Stamford Festival Award 


Challenge for Tomorrow 
Sponsor: Santa Fe Railway 
Producer: Harold Kite 
Nat'l Committee on Films for 
Safety Merit Award 


Che Changing American 
Market 


Sponsol Lime, Inc. 
Transfilm, Inc. 


Golden Reel Merit Certificate 


Produce! 


Clean Waters 
Sponsot General Electric Co. 
Producer Raphael G. Wolff 
Studios, Inc. 
Boston Festival Second Award 
Cleveland Festival “Oscar” 
Golden Reel Merit Certificate 


Counter Measures 
Eastman Kodak Co. 
Producer: Informational Films 
Div., Eastman Kodak Co. 
Golden Reel Award 


Spe msol 


Cloud Over Ohio 
Sponsor: Standard Oil Co. (Ohio) 
Producer: Maslowski Productions 

Golden Reel Merit Certificate 


Delaware River, Port of 
Opportunity 
The Delaware River 
Port Authority 
Producer: Louis W. Kellman 
Productions 
Golden Reel Merit Certificate 
Edinburgh International Festival 


Sponsol 


Dearborn Holiday 
Sponsored and produced by Ford 
Motor Company 
Golden Reel Merit Certificate 


Dear Mr. Customer 
Sponsor: Reuben H. Donnelley 
Corporation 
Producer: John Sutherland 
Productions, Inc. 
Golden Reel Merit Certificate 


Dick Wakes Up 
Sponsor: American Automotive 
Association 
Producer: Fred’k K. Rockett Co. 
Nat'l Committee on Films for 
Safety Merit Award 


Every 1,000 for Safety 
Sponsor: Sinclair Refining Co. 
Producer: Atlas Film Corp. 
Nat’] Committee on Films for 
Safety Merit Award 


Ether Analgesis for Cardiac 
Surgery 
Sponsor: E. R. Squibb & Sons 


Producer: Audio Productions, Inc. 


Golden Reel Merit Certificate 


Eye to the Unknown 
Sponsor: Consolidated 
Engineering Corp. 
Producer: Jack L. Copeland & 
\ssociates 
Cleveland Festival “Oscar” 


Facts About Self-Opening Die 


Heads and Self-Collapsing 
‘Taps 
Sponsor: Geometric Tool Co. 
Producer: The Jam Handy 
Organization, Inc. 
Golden Reel Merit Certificate 


A Family Affair 


Sponsor: Mental Health Film Bd. 


Producer: Affiliated Film 
Producers, Inc. 
Cleveland Festival ‘““Oscar”’ 
Columbus Festival Award 


The Fantastic “500” 
Sponsor: Perfect Circle Company 
Producer: Dynamic Films, Inc. 
Golden Reel Merit Certificate 


Freedom to Learn 
Sponsor: Nat'l Education Assn. 
Producer: Agrafilms, Inc. 
Golden Reel Merit Certificate 


The Germ 
Sponsor: United States Steel Corp. 
Producer: Wilding Picture 
Productions, Inc. 
Columbus Festival Award 
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Glass and You 
Sponsor: Corning Glass Works 
Producer: Paul Hance 
Productions, Inc. 


Golden Reel Award 


Edinburgh International Festival 


The Greatest Good 
Sponsor: The Upjohn Company 
Producer: Wilding Picture 
Productions, Inc. 
Columbus Festival Award 


Hard Brought Up 
Sponsor: Mississippi State Dept. 
of Public Welfare 
Producer: Potomac Film 
Producers, Inc. 

Golden Reel Merit Certificate 


Hawaiian Hospitality 
Sponsor: Matson Lines 
Producer: Florea and Associates 
Kentuckiana Festival Award 

Hereford Heritage 
Sponsor: American Hereford 
Association 
Producer: MPO Productions, Inc. 
Cleveland Festival “Oscar” 
Golden Reel Merit Certificate 


Highway By the Sea 
Sponsor: Ford Motor Company 
Producer: Dynamic Films, Inc. 

Columbus Festival Award 

Scholastic Teacher Award 


Hooray for Homer 
Sponsor: Baltimore & Ohio R.R. 
Producer: United Productions 
Nat'l Committee on Films fot 
Safety Plaque 


Honduras 
Sponsor: United Fruit Company 
Producer: Willard Pictures, Inc. 
Scholastic Teacher Award 
Horizons of Hope 
Sponsor: Alfred P. Sloan 
Foundation 
Producer: John Sutherland 
Productions, Inc. 
Boston Festival Second Award 
Columbus Festival Award 
Golden Reel Award 


Hurricane Sisters Sweep 
New England 
Sponsor: New England Telephone 

& Telegraph Company 
Producer: Audio Productions, 
Inc.* 

Columbus Festival Award 


Incredible Journey 
Sponsor: Sinclair Refining Co. 
Producer: Wilding Picture 
Productions, Inc. 
Boston Festival Second Award 


Indian Ceremonials 
Sponsor: Santa Fe Railroad 
Producer: Ernest Kleinberg 
Columbus Festival Award 


(*Footage by TV Newsreel Cameramen) 














PICTURES OF 





THE YEAR: A 





REVIEW OF FILM AWARDS 





In the Beginning 
Sponsor: Socony Mobil Oil Co. 
Producer: Cate & McGlone 
Scholastic Teacher Award 
It's Everybody's Business 
Sponsors: Chamber of Commerce 
of the United States and E. I. 
duPont de Nemours & Company 
Producer: John Sutherland 
Productions, Inc. 
Freedoms Foundation Medal 
Award 


It’s Your Decision 
Sponsors: American Economic 
Foundation, Westinghouse 
Electric Corp. 
Freedoms Foundation Medal 
Award 


Johnny's New World 
Sponsor: Nat'l Society for the 
Prevention of Blindness 
Producer: Films for Public Service 
Golden Reel Merit Certificate 
Leather in Your Life 
Sponsor: American Leather 
Industries 
Producer: Dynamic Films, Inc. 
Columbus Festival Award 





Letter from Pasquale 
Sponsor: Community Chest of 
Allegheny County, Pa. 
Producer: Mode Art Pictures, Inc. 
Cleveland Festival “Oscar” 
Lung Cancer—The Problem 
of Early Diagnosis 
Sponsor: American Cancer Society 
Producer: Audio Productions, Inc. 
Golden Reel Merit Certificate 


A Massachusetts Holiday 
Sponsor: Massachusetts Dept. of 
Commerce 
Producer: Bay State Film 
Productions, Inc. 

Boston Festival First Award 


Men, Steel and Earthquakes 
Sponsor: Bethlehem Pacific Coast 
Steel Corporation 
Producer: Gene K. Walker 
Productions 
Golden Reel Merit Certificate 





Mrs. Hazard’s House 
Sponsor: Prudential Insurance: 
Company 
Producer: King Horton 
Productions 
Nat’! Committee on Films for 
Safety Plaque 





The Nine Lives of A Salesman 
Sponsor: Pan American World 
Airways 
Producer: Henry Strauss & Co., 
Inc. 

Cleveland Festival “Oscar” 
Golden Reel Merit Certificate 
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Of Time and Salesmen 
Sponsor: Dun & Bradstreet 
Producer: Wilding Picture 
Productions, Inc. 
Columbus Festival Award 


Sponsor: American Association of 
Motor Vehicle Administrators 
Producer: Tantamount Pictures 
Nat’l Committee on Films for 
Safety Plaque 


One to a Customer 
Sponsored and produced by Aetna 
Casualty & Surety Company 
Kentuckiana Festival Award 
Operation Attic 
Sponsor: Western Pine Assn. 
Producer: Photo-Art Commercial 
Studios 
Columbus Festival Award 


Paddle a Safe Canoe 
Sponsored and produced by Aetna 
Casualty & Surety Co. 
Golden Reel Award 


Pattern for Chemicals 
Sponsor: Shell Oil Company 
Producer: Tomlin Film 
Productions, Inc. 
Columbus Festival Award 


Pay Day 
Sponsor: Santa Fe Railroad 
Producer: Harold Kite 
Columbus Festival Award 


The Perfect Crime 
Sponsor: Caterpillar Tractor Co. 
Producer: The Calvin Company 

Cleveland Festival “Oscar” 
Nat'l Committee on Films for 
Safety Plaque 


The Pirogue Maker 
Sponsor: Esso Standard Oil Co. 
Producer: Arnold Eagle 
Venice Festival (Special Mention) 
Edinburgh International Festival 


Productive Maintenance 
Sponsor: General Electric Co. 
Producer: Wilding Picture 
Productions, Inc. 
Golden Reel Merit Certificate 
The Purple Cow 
Sponsor: American Leather 
Industries 
Producer: Dynamic Films, Inc. 
Golden Reel Merit Certificate 
Columbus Festival Award 
‘The Road Forward 
Sponsor: Kraft Foods Company 
Producer: John Sutherland 
Productions, Inc. 
Golden Reel Merit Certificate 


Rosary of the Missions 
Sponsor: U.S. Information Agcy. 
Producer: Cascade Pictures of 
California 
Golden Reel Merit Certificate 


The Rules of Golf Etiquette 
Sponsor: U.S. Golf Association 
Producer: Nat’l Educational 
Films, Inc. 

Golden Reel Merit Certificate 


The St. John’s Story 
Sponsor: St. John’s College 
Producer: Fordel Films, Inc. 

Golden Reel Merit Certificate 
Edinburgh International Festival 


Saugus Ironworks Restoration 
Sponsors: American Iron and Steel 
Institute, First Ironworks Assn. 
Producer: Filmfax Productions 
Golden Reel Award 
‘The Second Hundred Years 
Sponsor: The Crane Company 
Producer: Wilding Picture 
Productions, Inc. 
Kentuckiana Festival Award 


Shooting the Safe Way 
Sponsor: Geophysical Corp. 
Producer: Telepix Corp. 
Nat'l Committee on Films for 
Safety Merit Certificate 
Showman Shooter 
Sponsor: Olin Mathieson 
Chemical Corp. 
Producer: Sound Masters, Inc. 
Venice Festival Award 





Song of the Feathered 
Serpent 
Sponsor: P. Lorrillard Company 
Producer: Alan Shilin 
Productions 
Scholastic Teacher Award 


So Small My Island 
Sponsor: Pan American World 
Airways 
Producer: Henry Strauss & Co., 
Inc. 

Boston Festival Second Award 
Cleveland Festival “Oscar” 
Scholastic Teacher Award 
Stamford Film Festival 


Story of Colonel Edwin Drake 
Sponsor: American Petroleum 
Institute 
Producer: Roland Reed 
Productions, Inc. 
Freedoms Foundation Medal 
Award 


The Story of Light 
Sponsor: General Electric Co. 
Producer: ‘Transfilm-Geesink 

Productions 
Columbus Festival Award 
Golden Reel Award 
Kentuckiana Festival Award 
There's Color in Your Life 
Sponsor: Benjamin Moore & Co. 
Producer: Campus Film 
Productions, Inc. 
Golden Reel Merit Certificate 





‘The Town 


They Believed in You 
Sponsor: Illinois Agricultural 
Association 
Producer: Malcolm Rippetau 
Freedoms Foundation Medal 
Award 


Three Steps to Start 
Sponsor: American Community 
Project, New York University 
Producer: International Film 
Foundation 
Golden Reel Merit Certificat« 


Three to Make Ready 
Sponsor: Institute for the 
Crippled and Disabled 
Producer: Campus Film 
Productions 
Golden Reel Merit Certificate 


To Conserve Our Heritage 
Sponsor: Minneapolis-Moline Co 
Producer: Martin Bovey Films 
Columbus Festival Award 
Scholastic Teacher Award 


That Came Back 
Sponsor: Ford Motor Company 
Producer: MPO Productions, Inc. 
Columbus Festival Award 


Totally New ‘Tire 
Sponsor: U.S. Rubber Company 
Producer: Wilding Picture 
Productions, Inc. 
Columbus Festival Award 
Kentuckiana Festival Award 


Training Is Good Business 
Sponsor: Goodyear ‘Tire & 
Rubber Company 
Producer: Wilding Pictur 
Productions, Inc. 
Columbus Festival Award 


‘Twenty-four Hours 
Sponsor: Amalgamated Meat 
Cutters & Butcher Workmen ol 
North America 
Producer: New World 
Productions 
Golden Reel Award 


The Valiant Heart 
Sponsor: American Heart 
\ssociation 
Producer: MPO Productions, Inc. 
Columbus Festival Award 
Golden Reel Merit Certificate 


The Waiting Harvest 
Sponsor: United States Steel Corp. 
Producer: Wilding Picture 
Productions, Inc. 
Columbus Festival Award 


What Makes a City Great? 
Sponsor: Greater New York Fund 
Producer: Transfilm, Inc. 
Golden Reel Merit Certificate 


Wild Flowers of the West 
Sponsor: Richfield Oil Corp. 
Producer: Fred’k K. Rockett Co. 
Cleveland Festival “Oscar” 
Columbus Festival Award 
Edinburgh, Venice Festivals 





1955 
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Typical of scenes presented in two new sponsored films is this view at the 
Centennial of Farm Mechanization held at Michigan State U. last summer. 


Saga of Mechanized Farming 


Centennial of Farm Mechanization Held at Michigan State 
Brought to the World Through Medium of Two Sound Films 


N Sweepinc ARRAY, implements 
| of the industrial revolution in 

agriculture were viewed by more 
than a third of a million persons 
who visited the Centennial of Farm 
Mechanization held last August at 
Michigan State University, East 
Lansing, Mich. Thanks to motion 
picture sponsorship, this historically- 
significant event has been preserved 
for many millions, both at home 
and abroad, who could not attend 
the Centennial. 

Climaxing a year-long centennial 
celebration of the university's found- 
ing as the first agricultural college in 
the world — and the first land-grant 
college in the United States — the 
Farm Mechanization exhibition was 
the site of two sponsored sound mo- 
tion pictures: The Land of Plenty. 
produced for Goodyear Tire and 
Rubber Co. by Wilding Picture Pro- 
When Steam Was 
King, produced for J. I. 
by Atlas Film Corp. 


600 Exhibits Are Presented 


More than two years of intensive 


ductions, and 


( ‘ase ( ‘oO. 


planning were required to transform 
the dreams of Michigan State’s agri- 
cultural engineers into the multi- 
million dollar, 100-acre exposition. 
In addition to the 600 exhibits in 
outdoor area, five large campus 
buildings were used to house hun- 
dreds of additional historical and 
educational exhibits. Visitors from 
all over the United States and several 
foreign countries traversed this acre- 
age surrounded by what has been 
called “the most complete display of 
farm machinery ever assembled in 
one spot.” 

Those who were able to tour the 
entire area saw exhibits not only of 
farm machinery but modern farm 
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buildings, transportation equipment. 
farm safety. electrification, irriga- 
tion and drainage, homes. communi- 
cations and atomic energy. For the 
first time, some farm machinery 
companies displayed their entire 
lines of equipment. Other manufac- 
turers demonstrated new, experi- 
mental machines not yet on the 
market. 


Era of Incredible Change 

The commercial and institutional 
motives of the organizations and 
companies responsible for the ex- 
position, and the firms sponsoring 
the films documenting it, were, in 
the broadest sense, promotional: by 
dramatically exhibiting the ma- 
chinery which has made possible 
the incredible changes in agricul- 
ture and farm living, the program 
was meant to win appreciation for 
and new interest in the researchers 
and makers of this progress. 

Stated as an informational pur- 
pose, the “why” of the exposition 
was: To dramatize the role of farm 
mechanization in the development 
of the 


demonstrate to the general public 


American way of life: to 


how less than 15 per cent of the 
population is producing food prod- 
ucts for 85 per cent through the 
application of engineering know- 
how to farming: 
accomplishments, over the past cen- 
tury. of the farmer. and education: 
to salute the land grant college in 
America: to honor individuals and 
organizations who have contributed 
greatly to agricultural engineering: 
to stimulate thinking for the fu- 
ture through demonstration, through 
complete exhibits of modern equip- 
ment, and through special exhibits 
of ideas and machines of the future: 


to recognize the 


to present an unprecedented record 
of automation on the farm. 


Goodyear Tire & Rubber 


Presents “Land of Plenty” 
* Probably the visitors who ap- 
preciated the significance of the 
exhibition most fully were those 
14.000 who attended an explanatory 
pageant called “Land of Plenty.” 
This thematic pageant depicted two 
stories: first, the story of power and 
machinery and its effect on the pro- 
ductive capacity of our farms; the 
second, the story of the progress in 
family living on the farm — and 
how the release of men from farm 
labor to fill other jobs has helped 
raise the standard of living for all. 
city dweller and farmer alike. 

The unifying, interpretive value 
of this pageant is repeated in the 
sponsored film Land of Plenty which 
reproduces the procession of early 
farm implements and the new auto- 
mation machinery to show how the 
industrial farmer 
national life. 

Viewing the film; those who won- 
dered at the assemblage of tools. 


figures in our 


those who missed the pageant, and 
those who missed the exposition can 
learn the meaning of the centennial, 
the significance of the agricultural 
revolution. 

As Goodyear promotion, Land of 
Plenty will reach rural and urban 
groups and television stations via 
Modern . Talking Picture Service. 


J. Il. Case Remembers 


“When Steam Was King” 
* The J. I. Case film, When Steam 
Was King, honors steam-powered 
plowing and threshing machinery 
which the company once manufac- 
tured and which were featured at 
the Centennial. These puffing con- 
traptions were mighty pioneers in 
automation 50 years ago and did 
much to begin the rapid, world- 
changing increase in farm produc- 
tion. In l6mm Kodachrome, the 
film re-creates the excitement of 
steam-machine farming as enacted 
at veteran threshermen reunions. 
Premiered at Michigan State Uni- 
versity in December, the film will 
be distributed on a free loan basis 


from J. 1. Case Co., Racine, Wis. & 


“Automation Today” Pictures Mechanical Handling 


* Mechanical 
Inc., Detroit, held a premiere show- 
ing of its new film Automation To- 
day, in connection with its part of 
the program at the 2nd Annual In- 
ternational 


Handling Systems, 


Automation Exposition 
in Chicago, November 14 through 
17. 

Produced by Video Films, also 
of Detroit, the 35-minute black and 
white 16mm sound film shows how 
automation has been applied to 
lighten man’s load in a variety of 
industries, from automotive and tire 
manufacturing to grocery ware- 
housing and freight handling. 

One of the points made by the 
film is that automation is not new. 


Described as the “second industrial 


revolution”, the technique of me- 
chanically organizing production fa- 
cilities is said to have started in 
earnest some 35 years ago. Many 
of the ten industrial applications 
shown in the picture were filmed 
several years ago. They were com- 
bined with footage shot as recently 
as October of this year by Video 
Films. Video Films, incidentally, re- 
ports great success with the new 
Eastman Tri-X negative stock. The 
film permitted photography in large 
plants with a minimum of heavy 
lighting equipment. 

Requests for showings or bookings 
of the film should be directed to 
Video Films, 1004 East Jefferson 
Avenue, Detroit. yy 


Mechanical handling systems like this lighten the industrial load. 
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BE PRODUCTIONS, ine. 
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EFFECTIVE 
VISUAL PRESENTATION 
will carry 
YOUR SALES MESSAGE 
right to the 
POINT OF PURCHASE 





CONSULT US ON ALL 
YOUR FILM PROJECTS 


We bring creative plan- 
ning, expert writing and 
technical skill to the pro- 
duction of successful 
Sales Training and Pro- 
motional film projects. 


Motion Pictures 
Slidemotion Films 
Sound Slidefilms 
Animatic Filmstrips 
TV Commercials 
Slide Presentations 
Telops 

© Vu-Graphs 


254 West 54th Street 


New York 19, N. Y. 
COlumbus 5-7620 











1956 Production 
Review in February! 
* The bigger, better 6th An- 
nual Production Review Issue 
of Business SCREEN is now 
in preparation for February, 
1956 publication. Order your 
advance copy today; only 
$2.00. Free to subscribers. 


























This handsome modern studio plant pictured above has just been completed by Centron Productions in Lawrence, Kas. 


Centron Corporation Opens Modern Studio at Lawrence 


* Centron Corporation, Inc., has 
just occupied new production stu- 
dios in Lawrence, Kansas, featuring 
a sound stage 60’ x 100’ properly 
sound treated for optimum quality. 
In front of the sound stage a two- 
story ofhce building of Silverdale 
limestone and brick overlooks the 
Kansas River valley from its beauti- 
ful hillside location. The office build- 
ing houses recording studios, sound 
control rooms, editing and cutting 
rooms, darkrooms, and general of- 
fices. 
More Efficiency for Clients 

Arthur H. Wolf, president since 
the organization of the company in 
1947, 


will enable the company 


notes that the new quarters 
to serve 
present clients more efficiently as 
well as to handle additional accounts 
in the growing public relations, 
sales training and television market. 

Centron services include produc- 
tion of color motion pictures, sound- 
slide films, 


and specialized still 


television commercials 
assignments. 
The company also handles photo- 
mid- 
west and southwest for other pro- 


graphic assignments in the 


ducers. 


Winner of Many Film Awards 

Centron productions have been 
consistent award winners from such 
groups as the Cleveland Film Festi- 
val, National Safety Council, Scho- 
lastic Teacher Magazine, Freedom's 
Foundation, and Golden Reel Films 
Festival of Film Council of America. 


Centron clients include Young 
America Films, Continental Oil 


Company, Spencer Chemical Com- 
pany, The American Medical Associ- 


mission 


Evans to Read Paper on Color 


of the 


ca 


ation. and the Radio and Film Com- 


Methodist Church. 


t 


at Jan. 16 SMPTE Meeting 


® Ralph 


paper, 


Evans, 


“Color 


Eastman 


and 


Brightness 


Kodak 


Company color expert, will give his 


Projected Motion Pictures,” at the 
January 16, 1956 meeting of the 
Central Section of the Society of 
Motion Picture and Television Engi- 
neers. Ve: 
at & * 

* For up-to-the-minute references 
on qualified film producers, get the 
1956 Production Review of Business 
SCREEN, out next February. 
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FILM SCRATCHES—DAMAGES REMOVED — 
by The Film Doctors” 


Rapid Film’s proven RAPIDWELD process revives and lengthens 
motion picture life, removes scratches, gives clean, clear “labora- 
tory look.”’ Cuts print costs. Saves you big money. To find out how 


Write or phone for “THE FILM DOCTORS” booklet to 


csumuso wo FILM TECHNIQUE 1x: 


21B West 46th Street * New York 36, N. Y. * JU 2-2446 
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How amazing new SUPER-40 
Shutter increases projector 


versatility and brilliance: 


1. Switch on at silent speed. The 
Super-40 Shutter automatically 
presents three shutter blades to 
produce 48 light interruptions 
per second, the motion-picture- 
industry standard for comfort- 
ably flicker-free projection. 


2. Switch to sound speed. Super-40 
Shutter shifts automatically to 
two blades. You can see the 
picture brighten by more than 
40%! Yet there are still 48 light 
interruptions per second, and 
your movies remain comfort- 
ably free from flicker! 


3. Or lock the shutter in 3-bladed 


—— position when you don't need 
the extra brilliance. (To return 
to automatic shifting, just re- 
lease the locking lever.) 





Kodak shutter development combines 
Be. sound-and-silent versatility with 


40% extra sereen brilliance! 





Now in Pageant A-V models without extra cost... 


Kodak’s amazing new SUPER-40 Shutter 


Kodascope Pageant Sound Projectors have long been respected 
as Outstanding in all 16mm. sound projection’s most important 
characteristics. Exclusive permanent pre-lubrication, for ex- 
ample, makes Pageants the easiest of all projectors to main- 
tain, the surest to use, and the most permanently quiet in opera- 
tion. And th:re are other features, like the unique sound- 
focusing Fidelity Control and the built-in field-sharpening 
element, that make Pageants outstanding in sound and picture 
quality, too. 

Now, with the Super-40 Shutter, there’s still another basis 
of Pageant superiority. This amazing shutter provides more 
than 40% extra illumination at sound-speed operation; yet 
thanks to its automatic-shift feature, movies are comfortably 
free from flicker at both sound and silent speeds. 


EASTMAN KODAK COMPANY, Dept. 8-V, Rochester 4, ee 


NAME 


Pageant Sound Projectors, more than ever, merit top recom- 
mendation, because Pageants have now achieved a versatility 
of performance never before approached in 16mm. projection! 
The Super-40 Shutter equips Pageant A-V Model Projectors 
for both sound and silent operation... makes them capable 
of projection not only under “normal” conditions, but also 
under difficult conditions of illumination, in hard-to-darken 
rooms, in large halls—wherever additional brilliance, extra- 
long “throws,” or unusually large images are required! 

The Super-40 Shutter is supplied without extra cost in any 
of three new Kodascope Pageant Sound Projector models of 
varying amplifier output and speaker capacity. See your 
Kodak Audio-Visual Dealer for full details...or just mail 
the coupon for a new free Pageant Projector catalog. 


a 








Please send catalog on 
TITLE 





new Pageant Projectors 
with Super-40 Shutters. ORGANIZATION 
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SYMBOL OF 
PROFESSIONAL 


QUALITY 





EMPIRE PHOTOSUUND 


INCORPORATED 


Films for industry and television 


1920 LYNDALE AVENUE SOUTH 
MINNEAPOLIS 5, MINN. 













the mark of 
excellence in 


commercial films 





CATE & MCGLONE 
films for industry 


1521 cross roads of the world 
hollywood 28, california 












X-RAY MOTION PICTURES: 


(CONTINUED FROM PAGE TWENTY-SIX} 
sity; renal circulation, under a U.S. Public 
Health grant: bladder and urethral function, Dr. 
John Benjamin, University of Rochester Medical 
Center. 

An unusual use of the x-ray motion picture 
apparatus was the reptilian studies made in col- 
laboration with Dr. James A. Oliver. curator of 
reptiles of the New York Zoological Society, and 
Dr. R. Albright, Loyola University School of 
Medicine. Dr. Oliver brought a venomous Afri- 
can puff adder to Rochester. and the x-ray mo- 
tion pictures provided the first clear demonstra- 
tion of just how a snake propels itself in a nearly 
straight line—literally by making its skin crawl. 
and not by moving its ribs back and forth to 
push itself along, as some authorities have held. 

“An Instrument of Routine Usefulness . . .” 

After studying the films, Dr. Oliver reported 
“The marvelous x-ray movies we obtained en- 
abled us to demonstrate clearly that there is no 
movement of the ribs relative to the vertebrae 
and that the movement is all from the belly scutes 
moving back and forth.” Belly scutes are a series 
of narrow, crosswise folds of skin or overlapping 
plates. 

Describing the development of cinefluorogra- 
phy, Dr. George H. Ramsey, professor of radi- 
ology, who directed x-ray motion picture re- 
search at Rochester. says: 

“We have watched x-ray motion pictures grow 
from a research tool of limited application to an 
instrument of routine usefulness, clinically as well 
as for research. 

Some Valuable Applications in Research 

“At the University of Rochester our radiologi- 
cal research team has made great strides in the 
interpretation of heart function, the dynamics of 
the swallowing mechanism, and in the develop- 
ment of diagnostic techniques for other body 
areas such as analysis of the mechanism of 
speech, joint action, and the detection of tumors 
by injection of a radiopaque dye into the blood 
stream. 

Dr. Watson of the research team points out 
that “the unavailability of commercial equipment 
has been a deterrent to many radiologists and 
scientists who have been interested in the clinical 
and research applications possible with x-ray mo- 
tion studies. Its usefulness has been extended to 
biological studies and the field of animal hus- 
bandry. Use of this method will spread to many 
centers now that equipment is available.” Le 


Object Lesson for U.S. Industry 
* The medical research applications of this new 
and commercially-available x-ray apparatus re- 
flect some equally valuable uses for sponsored 
industrial films. Industrial radiology. the study 
of metal fatigue and stress; physiological se- 
quences for product films; new approaches for 
classroom and training films are suggested for 
the immediate future. Lad? 





SPECIAL 
OPTICAL EFFECTS 


and TITLES by 


RAY MERCER & COMPANY 
4241 Normal Ave. + Hollywood 29, Calif. 


Send for Free Optical Effects Chart 











FOR 


LIFETIME’ 


REELS & CANS 





Compco reels and cans offer you more plus value 
than any other! They combine an unusual durable 
quality with an attractive scratch resistant enamel 
finish thet puts them in a class by themselves! 
They’re the only reels manufactured under “‘pre- 
cision control” methods. Made of tempered, spring 
type steel, with die-formed sides—they won't warp, 
bend or twist and completely eliminate film- 
wearing rubbing during projection and rewinding. 
Whether you're storing, shipping or showing— 
Compco reels and cans give you that “safe for 
life’ protection your precious films need. Insist on 
Compco for the finest in reels and cans. 


COMPCO CORPORATION 


2275 W. St. Paul Ave., Chicago 47, Illinois 
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The WORLD'S MOST 
COMPLETE LINE of 
PROJECTION SCREENS 
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No matter what type of Projection Screen you need 
— portable tripod, wall, wall-ceiling, table or wide 
screen — Radiant can furnish it in a wide variety 
of sizes to meet your exact requirements. 


For complete specifications and prices, write today 
for the latest full-color illustrated Radiant Catalog 
and free Radiant Projection Charts. 


yiita, 


<RADIANT 


RADIANT MANUFACTURING CORP. 
1225 S. Talman e Chicago 8, Illinois 
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FILMAGNETIC 
AN Optional FEATURE 


AVAILABLE FOR FACTORY INSTALLATION 
ON ALL NEW OR EXISTING AURICON 
OPTICAL SOUND-ON-FILM CAMERAS 





























{DAXMWAUS 0 





| 





U.S 


Presen in 4 i 
FILMAGN 


Auricon proudly presents ‘‘Filmagnetic’’ High-Fidelity sound-on-film Recording, for 
lip-synchronized Talking Pictures and Music of Quality, on 16 mm black and white or color 
film pre-striped for magnetic sound before it is exposed to light. “Filmagnetic” sound and 
optical picture are recorded Single-System on the same film at the same time! The “Filmagnetic” 
Unit, installed at the Factory in any Auricon Camera, can be temporarily removed without the 
use of tools, thus providing a choice of High-Fidelity Optical or Magnetic sound-tracks. Your 
pre-striped film with magnetic sound lip-synchronized to your picture, passes through the normal 
picture-development and is played back on any 16 mm Magnetic Sound Projector, including the 
Ampro, B&H, RCA, and others. “Filmagnetic” Outfit complete . .. $870.00 

PLEASE MAIL COUPON BELOW FOR FREE INFORMATION... 


— ~~. 









































“Filmagnetic’’ Twin-Head Camera 
Recording Unit, with Record and 
Instant-Monitor Magnetic Heads, 
which automatically open for easy 
threading ... complete with Model 
MA-10 Amplifier, $870.00 installed 
on any new Auricon Camera at the 
Factory. Small extra installation 
charge on existing Auricon Cameras. 


4 “Filmagnetic’’ 3 Input Amplifier, 
Model MA-10, with High-Fidelity 
Microphone, complete Cables and 
Batteries, in a Cowhide-Leather 
Carrying Case. Super-portable, 
weighs only 7 pounds, carries easily 
with shoulder-strap during operation! 


FILMAGNETIC™ SOUND FOR COLOR OR BLACK & WHITE 


SANNA a QZ 





nd 


16 MM SOUND-ON-FILM SINCE 1931 









> YL 
= GUARANTEE = en eoenes aaa Dit 5s aT ECE OO PANE Ona. “<< = - 
Z All Auricon Equipment is sold with = ; AURICON Division | Please send me free information on “Filmagnetic” 
Z 4 30 day money-back guarantee. = ' BERNDT-BACH, INC. | equipment for Auricon Cameras. 
= — You must be satisfied! = pee * 6910 Romaine Street | | Without obligation, please send me cost of installing 
a4 = ' Hollywood 38, California “Filmagnetic” on my Auricon Model......... Camera. 
ZINA a WKN veces om peomciras cms | 
Mc Ma vse,» canes scsconqskeneenabanianieteassdaee RS PRE Se MPR 
= SIE oo os icccnss coccaves wamievgnbedcdindstibekopetianss Alia eo 
PANIES, nocink nosninéupesen duis PIAA ei itaclate die aia ds 
mB) : SNOT iba ddan daodneetvaike of deere aaeale MONE vix SP Rc otok odss eaennue 
LINE CINE-VOICE AURICON PRO-600 . 


$695.00 
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call 


porary 


the one 


lighting problems? 


Any time the job calls for extra light- 
ing, tough lighting problems on the set 
or on location anywhere, call on Jack 
Frost, world’s largest supplier of tem- 


Our complete equipment and expert 
skills in lighting have been used for 
years on some of the country’s top 
shows, movie sets and TV productions. 


Rental Equipment at low cost. Service 
includes installation and removal all at 


234 Piquette Ave., Detroit 2, Mich. 


Jack Frost 
















lighting facilities. 


low cost. 
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The BIG 1956 Event! The Sixth Annual Production Review Issue 
of BUSINESS SCREEN is now in preparation for February, 1956! 


You Asked for 


TWIN-SELECTROSLIDE 
WITH 96 SLIDE CAPACITY 


Here’s an unbelievably versatile 
automatic slide changing projector 
using 2x2” slides. (These can be 
made from natural color or black- 
and-white 35mm film). Here’s projec- 
tion as you wnt it—and need it, with 
scientific sedipelon and accuracy, 
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2201 Beverly Bivd 

























Spindler & Sauppe 11s: 10 


Los Angeles 57, Calif 





it— Here it is 


either by remote control or set auto- 
matic controls, to run continuously. 


SELECTROSLIDE helps you sell 


ideas, products, facilities... we will 
be glad to send you the name of our 
nearest dealer to demonstrate the 
new TWIN-SELECTROSLIDE or any 
of our other excellent models. Write 
for illustrated literature. 


@ Greater 
flexibility 
and efficiency 


@ Can be used 
for Stereo 
Realist or 
Leica Stereo 


@ New control 
unit mounted 
in rear 


@ Endless sound 
adaption 


- is possible 


Phone: DUnkirk 9-1288 
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This modern studio houses the Denver facilities of Thos. J. Barbre Productions. 


Barbre Opens New $250,000 Studio Facilities in Denver 


*A quarter - million - dollar plant 
designed and equipped exclusively 
for the production of business and 
television motion pictures has been 
opened by Thos. J. Barbre Produc- 
tions of Denver. The new plant is a 
5,500-square-foot installation. 

Present units of the plant, accord- 
ing to Thomas J. Barbre, veteran 
Denver film producer, include ultra- 
modern equipment for sound re- 
cording and picture production. 
Long-range plans call for an ad- 
ditional building to house a fully- 
equipped color processing labora- 
tory. 

Has Two-Story Sound Stage 

Keystone of the new complex is a 
two-story sound stage large enough 
to contain two average-sized three- 
- with 
The sound stage is equipped with a 


bedroom homes basement. 
full complement of cameras, dollies, 
sound equipment and 100,000 watts 
of lighting equipment. Ten-foot-high 
double doors open from the sound 
stage to the exterior, allowing most 
types of heavy equipment to be 
brought “inside” for filming. 

The plant has complete equipment 
for construction and will construct 
all sets, Barbre said. A control room 
from which every production de- 
partment is visible through plate 
glass, sound-proof windows con- 
tains new equipment for both mag- 
netic and optical recording. 

Screening Facilities Included 

Another feature of the plant is a 
miniature “theatre” for screening 
motion pictures for clients. It is 
equipped with arm-rest chairs and 
is sound proof. A voice studio, for 
recording film narration, a titling 
area, editing rooms, shipping room, 
dressing rooms for talent, reception 
room and general offices make up 
the remainder of the installation. 
The studios are air-conditioned. 

The Barbre organization has been 
making industrial, advertising, edu- 
cational and training films since 


BUSINESS SCREEN MAGAZINE 


1940 for clients from coast to coast. 
Many of the films are recorded with 
foreign language sound tracks. 

The studios also have developed 
a recording, script- writing, edit- 
ing, titling and animation service 
for other motion picture producers 
throughout the nation. ae 

* a * 

Pheelan Productions Offers 
Facilities for Sub-Contract Work 
#*R. A. Pheelan Productions has 
been organized recently to assist 
film producers who wish to sub- 
The 


firm also hopes to serve those in- 


contract some of their work. 
terested in co-production ventures 


on television programs and 
mercials, Already are 
Nash spots, General Electric Theatre 
introductions, and_ pilot 


Talent Associates. 


com- 
completed 


film for 
Along with a newly-acquired 


sound mid-Manhattan, 
Pheelan’s company is equipped with 


stage in 


a camera for CinemaScope produc- 
tion, one of the few in the East. 
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DUPLICATING 


FRANK HOLMES LABORATORIES 
7619 SUNSET BOULEVARD 
LOS ANGELES 46 CALIFORNIA 


WRITE FOR PRICE LISTS D,F,&S 
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ONE-STOP SOURCE for FILM PRODUCTION EQUIPT. 


Edit your film safely with 


EDIOLA ACTION 
VIEWER AND 
SOUND READER 





1 1 ft tession optic 
Action Viewer I ts 
IG, CLEA AERIAL IMAGE—3” x 
+ 1 KE Ss er-s 
t igt is positiv 
itching r daar 
s. Synchronized 
rit jlers on Speci n Vi 
I ily ns ted signea ind Bass 
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tboratory workers, anima 
ind TV technicians. Write for 


brochure. 





$347.45 
124.95 Write for bruchure 
a TEL-ANIMA prod 
49.50 products are manufactured 





BETTER FILM TITLES 
with the TEL-Animaprint 


The answer to economy in animation! 













For MOTION PICTURE PRODUCERS, ANIMA- 
TORS, SPECIAL EFFECTS LABORATORIES, TV 
STATIONS, ADVERTISING AGENCIES, ETC. 


The first sensibly priced Hot Press Title 
Machine for high quality, fast lettering. 
Prints dry from colored foil for instant 
use. Acme pegs give perfect registration g 
on paper or acetate cells. Prints all col- 

ors. TEL-Animaprint tools for Top Tech- 
niques—greatest dollar for dollar value 
in the industry! 
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and distributed exclusively by S.O.S. 








“Auricon Pro-600” with Lens 


Blimping Hood, Auto Parallax 
Finder with Magazine, Tripod 














‘“Auricon Pro-600” with Single- 
Lens “C” Mount, Tele-Finder 
Objective, View Finder, Magazine 


€ “Auricon Pro-600” with Critical 
Ground-Glass Focusing, 3-Lens Turret 





SPECIAL OFFER to § 
AURICON-PRO 
OWNERS 


$.0.S. will accept your old camera 
as a trade-in for the “ALL NEW 
Auricon Pro-600”. Time Payments, Too! 











The ALL-NEW 
“AURICON PRO-600° 


for l6mm Optical Soni c-Fes 


PROFESSIONAL PICTURE CAMERA WITH BUILT-IN FEATURES 


* Self-blimped for completely 
quiet studio operation. The si- 
lent film flow of The “Auricon 
Pro-600"" is proof of precision 
design. Your sound-recording 
microphone never picks up 
Pro-600" Camera noise! 

* 600 ft. film Magazines with 
Auricon-Electromatic Take-up, 


for 16 minutes of continuous 
"Talking-Picture” filming. 


*% Synchronous Motor Drive for 


"Single-System’’ or ‘‘Double- 
System” Recording. 


* Available at added cost is 
“Single-System’’ equipment for 
Optical Sound-Track-On-Film, 
“C mount’ Lenses, Film Mag- 
azines, View-Finders, 3-Lens 
Turret, Critical Ground-Glass 
Focusing, Lens Sun-Shades 
Tele-Finders, etc. 

* Sold with 30 day 
back guarantee, you 
satisfied! 


PRICES START AT $1165 
Write for free illustrated “All New Auricon Pro-600” literature and prices. 


“Th. Departm ar of th. VWlotion Me ture . Vide stry ‘ 


§.0.S. CINEMA SUPPLY CORP. 


WESTERN BRANCH 


6331 Hollywood Boulevard, Hollywood 28, California 


Dept.H, 602 WEST 52nd STREET, NEW YORK 19, N.Y. 
Phone: Plaza 7-0440 
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Plan to Link 100 Hotels in 
Sheraton Closed-Circuit Net 

* A nation-wide closed-circuit color 
television network for use by busi- 
ness and industry will be put into 
operation in 50 hotels by February 
1, 1956, according to an announce- 
ment by Sheraton Closed Circuit 
Television, Inc., a subsidiary of 
Sheraton Corporation of America. 

Plans call for the network to be 
expanded to 100 hotels in major 
market areas by June, 1956. 

Cites Advantages of Color 

“The development of this color 
tv network,” said William P. Rosen- 
sohn, executive vice-president of the 
company, “will enable any organi- 
zation to reach groups in widely 
separated areas of the country 
through the medium of color or 
black and white television or a 
combination of both, since the sys- 
tem is compatible. The network 
opens new horizons for all indus- 
tries, but especially those in the soft 
goods fields, in which color plays 
such an important part in the pre- 
sentation of their products.” 

He pointed out that development 
of the network will mark the ma- 
turity of closed-circuit telecasting 
and point the way to a wider use of 
the medium as a means of stimu- 
lating sales and increasing efficiency 
in business practices. 

RCA Receives the Contract 

Rosensohn reported that Sheraton 
Television recently contracted with 
the Radio Corporation of America 
for delivery of color television pro- 
jection equipment, capable of pro- 
ducing a picture 15 by 20 feet. The 
first installation will be made ap- 
proximately January 1, 1956 in the 
Sheraton Astor in New York. A 
similar installation will follow in 
the Sheraton in Chicago. 

Sheraton Television entered the 
closed-circuit television field in June, 
1955 and inaugurated plans to estab- 
lish large screen color television fa- 
cilities. More than 80 per cent of all 
large screen, multi-city, closed-cir- 
cuit business conferences have been 
viewed in Sheraton Hotels, it is 
claimed. 

Sheraton Television is continuing 
the practice of not limiting its 
facilities to the hotels in the chain. 
As in the past, the company will 
arrange for the use of facilities 
in non-Sheraton hotels as well as 
theatres. 

An example of this took place in 
December when the Dodge Division 
of Chrysler Corporation presented a 
closed-circuit television program to 
20,000 dealers and salesman princi- 
pally in theatres. The telecast was 
seen in 26 theatres, two hotels and 
two municipal auditoriums in 30 


cities. Le 
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COMMUNICATION 


P THE OTHER HALF 
OF THE FILM STORY 


California Industrial advertisers recently watched a visualized presentation 
of today’s audio-visual tools as Douglas George (left above) appeared as guest 
speaker. G. R. Holtz, president of the National Industrial Advertising Associ- 
ation of Southern California is pictured at right, assisting Mr. George at the 


flannel board resumé of his talk. 





TF you're in the 
MOVIE business / 


... and want 
EVERYTHING 
in 16mm. sound 
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Complete Services . . . Color Processing & Printing, 
B/W Processing & Printing, Recording, Editing, 
Optical Effects, Animation, Titles and Magnetic 


Sound Striping 


THE CALVIN CO. 


1105 TRUMAN ROAD 
KANSAS CITY 6, MISSOURI — HA. 1230 
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Know-how Makes Visuals Work, 
George Tells Ad Association 
Many of the visual techniques 
available to sales, advertising and 
public relations executives were dis- 
cussed by Douglas George, Los An- 
geles communications authority, at 
the recent meeting of the National 
Industrial Advertising Association 
of Southern California in Los An- 
geles. 

Sparked by a novel closed-circuit 
television introduction by G. R. 
Holtz, president of the Association, 
from the Statler Hotel lobby to the 
Wilshire ballroom meeting room, 
George quickly moved into related 
visual fields including different types 
of slide projection, 16mm _ films, 
charts, black light effects, low cost 
“mailer” recordings, “canned” sell- 
ing methods, sales meeting tech- 
niques, flannel boards, packaged 
meetings, etc. 

Although many interesting, effec- 
tive and inexpensive visual tools are 
now available, George pointed out, 
the ultimate effect lies in the know- 
how applied to their use. The same 
projector can be used for good or 
bad slidefilm presentation, George 
said, but the margin for success in 
the use of visuals remains with the 
individuals using them 
machines. 


not in the 


A sound knowledge of the meth- 
ods to be used, their relative ad- 
vantages in price versus desired ef- 
fect, and creativity are needed to 
assure maximum impact from any 
visual presentation in any field, 


George stated. 
x 


we % 
Kling Photo Corp. Occupies 
Entire Floor in N.Y. Building 
® The entire 7th floor of the Gra- 
mercy Park Building, 257 Fourth 
Ave., New York, N.Y., has been 
leased through M. & L. Hess, Real 
Estate Brokers, to Kling Photo Cor- 
poration, importers and distributors 
of West German precision cameras 
and photographic accessories. Occu- 
pancy of the new offices is planned 
for January 1956. 

The 10,000-foot area will be com- 
pietely remodeled to accommodate 
the show rooms, offices and service 
departments of Kling. Show room 
and demonstration areas will occupy 
1,500 sq. ft. to permit complete dis- 
plays of the various products dis- 
tributed by Kling. 

In its present location, 235 Fourth 
Ave., the Kling Company has grown 
in five years from premises of 800 
sq. ft. to a whole floor plus sub- 
sidiary space on other floors totaling 
4,500 feet. 


at a * 
6th Annual Production Review 
® The film buyer’s most authorita- 
tive guide to production sources is 
coming Feb., 1956. 
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Another example of the type of creative visual 
expression that has made Dynamic the most 
talked about producer in the country. 
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dynamic films, inc. - NEW YORK ® HOUSTON ® HOLLYWOOD 








ROBERT L. STRICKLAND 


Robert L. Strickland Named 
Roger Wade Production Chief 
* Robert L. Strickland has joined 
the ataff of Roger Wade Produc- 
New York. as 
manager. 

For the past three years, Strick- 
land has been a film producer with 


tions, production 


the Signal Corps Pictorial Center 
in Long Island City. 
cameraman, Strickland 


As director- 
worked on 
a series of seven films for the United 
States Public Health Service entitled 
Rodent Control, which were awarded 
first prize in the scientific class at 
the 1951 Venice Film Festival. 

As combat cameraman, director 
and, later, Chief of the Motion Pic- 
ture Branch, Far East Command in 
Japan, Strickland covered World 
War Il the Korean conflict. 
He photographed’ the recapture of 
Seoul, Korea. This footage has been 


and 


used in numerous training and pub- 
lic information films. 
4 oa * 

Dynamic Films’ Board Chairman 
Announces Film Center Building 
® Following a board meeting mark- 
ing Dynamic Films, Inec.’s eighth 
year in independent film production, 
Chairman Nathan Zucker announced 
the imminent construction of a film 
center in’ New York which’ would 
provide studio production facilities 
planned to be the equal of those 
anywhere in the country. 

Announcement was made of the 
appointment of Lee R. Bobker as 
vice-president of Dynamic Films, 
Inc. and the associated companies, 
Dynamic Film Productions, Inc. and 
Dynamic Studios, Inc. 

Also, the promotion was 
nounced of Lester S. Becker, 
merly editorial supervisor, to the 


an- 
for- 


post of executive producer. Sol S. 
Feuerman, who joined the newly 
1954. 
was made director of that division. 

With these plans for the com- 
pany’s expansion in facilities and 


formed medical film unit in 


organization, Mr. Zucker said, “In 
this expanding industry of films for 


television, it is not our intention to 








MEN Who Make PICTURES — 


compete with the west coast, but A. Stephen Linck Joins Staff of 
rather to fill the need for more The Jam Handy Organization 
creative production here in the * A. Stephen Linck has joined the 


east.” staff of Harold Dash of the Chicago 
office of The Jam Handy Organiza- 
tion, 230 North Michigan Ave. 
Linck formerly was with the plan- 
ning department of Vogue-Wright 
Studios in Chicago. His experience 


* a 


Pick to Animated Productions 
* Gerard Pick has joined Animated 
New York film 
producers, as head of the industrial 
film division. Pick formerly 


Productions, Inc.. 


was also includes that of sales and ad- 
vertising manager of Gaymount 
Laboratories and director of market- 


film supervisor at National Broad- 
casting Company. 

ing and sales training of the Illinois 
Shade Cloth Company. 


* * * 
A Word of Correction 
* In the 1955-56 Annual Review of 
Production Services appearing in 
ssue No. 7 of Business SCREEN, 
Paul Field is listed as director of 
television production for Sound 
Masters, Inc., New York. We have 
since learned that Mr. Field is with 


te x” a 
Cellomatic Opens Chicago Office 
With Owen Zapel to Supervise 
® The Cellomatic Corp. has set up 
an office at 152 East Superior St., 
Chicago, and has appointed Owen 
Zapel, formerly with Packard Motor 


N. W. Ayer & Son, Inc. and has Car Co., as vice-president in charge 
been for several months. Actually, of that office. The new office will 


sell and service the Chicago and 
Detroit area. 


Tom Dunphy is directing television 
for Sound Masters. 


fléw—- SYLVANIA 


ERAMIC BLUE AC 












PROJECTION (AMF 














Dne of the greatest projection 
lamp developments in 
the last decade 


Brighter—Ceramic Blue Top won’t scratch, chip or peel like 
ordinary painted tops . . . filaments are machine made 
for brighter pictures. 


Cooler—Ceramic Blue Top is bonded to the glass . . . improves 
heat dissipation. 

Longer Lasting—Cooler operation of Ceramic Blue Tops as- 
sures longer lamp life. Another plus: exclusive Sylvania 


shock absorbers protect filaments in larger lamps from 
vibration. 


4 Ask for a Syivania’ Biue Top for your projector today 
fA ..- your slides and movies deserve the best! 
Sylvania Electric Products Inc., 1740 Broadway, New York 19, N. Y. 


| / Lighting + Radio «+ Electronics « Television *« Atomic Energy 
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SYD ANIA ... fastest growing name in sight! 








LINCOLN MAYTHAM 


Francisco Films Opens Eastern 
Sales Office; Names L. Maytham 
* L. Mercer Francisco, president of 
Francisco Films, Chicago, has an- 
nounced the opening of a sales of- 
fice in Oxford, Maryland, under the 
direction of Lincoln Maytham. Ox- 
ford, Francisco explains, is central- 
ly located for with 
business firms in New York, Phila- 
delphia, Baltimore and other East- 
cities 


close contact 


ern and with government 
agencies in Washington. 

“While Chicago is a center for 
production of commercial and _ in- 
dustrial films,” says Francisco, “in- 
creasing activity in this field may 
require the establishment of an 
eastern studio in addition to our 
new sales office. Oxford, Maryland, 
is ideally situated for both produc- 
tion as well as sales because it is 
not only close to large business cen- 
ters, but it is an intellectual com- 
munity that has attracted top-flight 
writers, artists and creative talent of 
all kinds that are essential to the 
production of dramatic and realistic 
training and business films.” 

Lincoln Maytham, who will direct 
the eastern activities of Francisco 
Films has, as an advertising agency 
account executive, collaborated with 
Francisco in production of films for 
midwestern manufacturers. Maytham 
joined the Chicago advertising staff 
of the SaturDAY EveNING Post in 
1929 and was an account executive 
with Leo Burnett, Inc., during the 
post-war period. He worked with 
audio-visual training aids as execu- 
tive officer of recruit training at 
Great Lakes Naval Training Station. 

te * * 
Facilities and Staff Enlarged by 
Warren Smith in Pittburgh Area 
® Warren R. Smith, Inc., has en- 
larged staff and expanded facilities 
at 117 Fourth Ave., Pittsubrgh 22, 
Pa. The animation department and 
l6mm laboratory have 
veloped to handle complete indus- 


trial features in l6mm and 35mm 


been de- 


as well as animated television com- 
feature film 
strip service. 


mercials, shows and 
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Jaywalker Iidiocies Scored 
in UPA Color Cartoon Film 
* The term “jaywalker” denotes the 
laughing contempt which the ra- 
tional mind has for that most un- 
predictable of all traffic hazards. 
The jaywalker’s capacity for mar- 
ring the road plot is wonderfully 
plumbed in a new Technicolor car- 
toon produced by United Produc- 
tions of America, Burbank, Calif. 

LPA’s The Jaywalker was con- 
ceived as an entertainment film but 
the Los Angeles section of the Na- 
tional Safety Council liked it so 
much that they requested a 16mm 
print for their permanent library 
collection. 

Based on a story by Edwin P. 
Hicks in the Ford Times magazine, 
The Jaywalker is a good example of 
what motion picture art can do to 
convey an important safety message. 

Here is the confession of Milton 
Muffet, whose lawful conduct melts 
away with the realization that he 
has committed a traffic violation 
without injury or traffic citation. 
Thrilled, Muffet makes jaywalking 
his hobby, his avocation, finally his 
whole life. He quits his job, with- 
draws his savings and hangs around 
the streets waiting for heavy traffic. 
In his dry monotone and deft panto- 
mime, Muffet explains and demon- 
strates the various techniques of jay- 
walking he has invented to outwit 
motorists. 

Muffet is arrested and fined but 
he is incurable and continues to vie 
with fast moving patterns of head 
and tail lights and a racing musical 
score, preaching his compulsive dare- 
deviltry against black street scenes 
accented with bright primary colors. 

Demonstrating how a_ beginner 
should take his first jaywalk on a 
quiet street, Muffet checks to see 
that no cars are coming, then steps 
out. A motorist roars past. Milton 
Muffet’s parting advice is: “If you 
haven't tried this you're not really 
living — or if you haven't tried this 
you're probably living.” He turns 
and two little wings are revealed on 
his shoulders and up into the clouds 
goes Mr. Muffet. i 
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TO 
OPERATE 


Shop foremen, sales trainers 
Victor 16mm Sound Projector. Just 3 spots to thread film . . . over 
sound drum, through film gate, on to single drive sprocket. The Victor 
operates simply with finger-tip control panel, softly illuminated. No chance 
of film damage, even with inexperienced operators. 3-spot Safety Film 
Trips stop projector instantly to eliminate film damage. 


anyone can easily operate the new 


Films are understood more casily, remembered longer when shown on 
the new Victor because superb sound plus outstanding picture clarity put 
sharper focus on your story. Salesmen see graphic illustrations of the 
product, learn to know their product better, learn methods for making 
bigger and better sales. Plant workmen better understand their jobs, 
reduce costly errors and increase efficiency. And with a Victor, you can 
best show the thousands of films available from manufacturers and trade 
associations. 


And, you can add magnetic sound as your budget permits . . . with Mixer 


Magnesound. Allows you to change sound track as often as desired, or 
add sound to silent films. 


SEND FOR FREE FOLDER TODAY 


i 


The VICTOR 16mm PROJECTOR 
helnos MAKE your product 
and SELL it, too! 


IN-PLANT 
TRAINING 





VICTOR yep 


Dept. L-125 Davenport, lowa, U.S. A. 
New York — Chicago 





Quality Motion Picture Equipment Since 1910 
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This Raphael G. Wolff production crew is 
lining up a scene 500 feet below the surface 
of Mojave Desert, picturing an electro- 
mechanical ore digger for the forthcoming 
Pacific Borax film. (story below) 


Desert Depths Filmed for 
Pacific Coast Borax Company 
* The only mine of its kind in the 
world—a borate deposit deep under 
the sink of California’s Mojave 
Desert was the recent location 
setting for sequences in a new film 
sponsored by the Pacific 
Borax Company being produced by 
the Raphael G. Wolff Studios, Inc., 
of Hollywood. 

The new color picture, as yet un- 
titled, deals with the use of borate 
products as weed-killers for industry 
and agriculture. It touches upon the 
romantic history of the company 


Coast 


from its early operations in Death 
Valley to its present modernized 
mining and milling equipment lo- 
cated at the tiny town of Boron. 

In order to show the highly 
electro-mechanized subterranean ac- 
tivities, a seven-man Wolff Studios 
erew took a lighting battery of 
20 seniors (5000-watt lamps); six 
5000-watt skypans; 12 2000-watt 
1200-amp. A.C. 
transformers 500 feet into the bowels 
of the 
cavernous tunnels. 

Scenes captured there will not 
only be part of the new motion pic- 
ture but will also become entries in 


juniors and two 


desert to illuminate the 


the Pacific Coast Borax Company's 
historical film library as the under- 
ground mining operation is sched- 
uled to be converted into open pit 
mining two or three years hence. 


* ~ * 


Institute of Life Insurance 
Film Teaches Teens Thrift 

* High school age — the time when 
young people are trying to make the 
transition from drug store stools to 
is also the time 
when their elders hope to impart 


sporty roadsters 


certain economic realities. Much of 
this indoctrination has become the 
job of the school teacher. To help 
teachers interest students in the 
study of family money management, 
the Educational Division of the In- 





Along the Film Production Lines 


News ot Business-Sponsored Motion Pictures and Slidefilms 


stitute of Life Insurance is circu- 
lating a new color filmstrip, Direct- 
ing Your Dollars, on free loan to 
all schools. 

Dollars is de- 
signed to be used with the Institute’s 
home economics unit, “Moderns 
Make Money Behave,” consisting of 
booklet and a 
teacher's guide. The unit has been 
used in more than 60,000 classrooms 
since it was first offered in 1952. 
With this representation, the Insti- 
tute can do a lot of spadework for 
insurance selling by introducing the 


Directing. Your 


a student’s text 


concept of dollar saving, and money 


security among adults-soon-to-be. 
Che 62-frame filmstrip, developed 


in cooperation with a committee of 
educators, describes the money man- 
agement problems of three high 
school students in connection with 
the senior prom. The problems are 
calculated to capture the interest of 
the students and stimulate classroom 
discussion. The filmstrip points out 
that the way a person spends his 
money shows what his true values 
are. 

Filmed in Eastman Color, Direct- 
ing Your Dollars may be purchased 
at a price of $3.00 directly from the 


Institute of Life Insurance. 488 
Madison Avenue. New York 22. 


N.Y. Free loan forms are also avail- 
able from this address. Le 











* 35mm color release prints 


* Kodachrome printing 









© 35mm filmstrips 


* 16mm Kodachrome enlarged to 35mm color 


Let our Tri Art Color Specialists 
show you how to make prints 
that will do a better selling job. 


CORPORATION 


245 West 55th Street, N. Y. 19, N. Y. © Plaza 7-4580 
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Auto Manufacturers’ Picture 

Reaches 4,681 16mm Showings 
* The film, Mr. O’Flynn’s Fifty 
Million Wheels, one of the by- 
products of a nation-wide survey 
conducted by the Automobile Manu- 
facturers Association to determine 
public attitudes towards trucks and 
the trucking industry, has now been 
in distribution for 16 months and 
Association Films, the national dis- 





Mr. O'Toole, trocker extraordinary, plans a 
move for the Jones family in the AMA film. 


tributor, has just released its latest 
circulation figures. 

A total number of live showings 
through community organizations 
was 4,681, reaching an audience of 
384,050 persons. Television ac- 
counted for 432 showings. While the 
tv showings probably reached mil- 
lions of viewers, the “live” com- 
munity audience was the prime tar- 
get. The A.M.A. feels that such 
showings inspire organized discus- 
sion and activity. 

A number of specific public rela- 
tions problems were pinpointed by 
this film, but all of them revolved 
around one central fact: A majority 
of Americans either unin- 
formed or misinformed about truck 
transportation. 


were 


In response to the survey find- 
ings, an intensified public relations 
program was undertaken by the 
\.M.A. for the purpose of giving 
people a better undertsanding of 
truck transportation and the vital 
role it plays in our economy. Mr. 
O'Flynn 
film Incorporated, was a major proj- 


. « produced by Trans- 


ect in that overall program. 
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Trans-World Slidefilm Shows 
Aviation’s Role in World Scene 
* As if in answer to the ghastly 
drone of mock air strikes which 
theoretically knock out the nation, 
Trans-World Airlines currently is 
doing extensive educational hedge- 
hopping with a 57-frame slidefilm 
which pictures an optimistic con- 
cept of the air age for the enlighten- 
ment of school audiences and avi- 
ation study groups. 

Aviation and World Understand- 
ing is a timely presentation of air 
travel and its effects on the govern- 
ments, trade and peoples of the 
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world, effects emphasized during the 
recent historic Geneva Conference 
at which representatives of distant 
governments were brought together 
within a few air hours. 

The slidefilm is organized into 
four parts, designed and written for 
classroom showing and for integra- 
tion into the curriculum or lecture. 
A teacher’s manual, containing a 
commentary and suggestions on its 
use accompanies the unit. 

Highlighting the ways in which 
air transportation affects the world 
of today, the unit includes: (1) the 
manner in which aviation has made 
the people of the world next-door 
neighbors; (2) how aviation has 
broadened world trade and _pro- 
moted friendly relations with other 
nations; (3) how aviation pro- 
motes cultural exchange and partici- 
pation and (4) the effect of aviation 
on the governments of the world. 

TWA reports that some 6,000 
schools and interested aviation 
groups already have requested copies 
of the new slidefilm unit. Produced 
and distributed by Audio-Visual 
School Service, 48 East 29th St., 
New York 16, N.Y., Aviation and 
World Understanding and accom- 
panying manual are delivered free, 
postpaid, and can be kept as a 
permanent part of the school’s film 
library. 





Intermediate Negative Process 
Announced by Consolidated 
* A new intermediate negative pro- 
cess for making 16mm Kodachrome 
prints was announced by Sidney P. 
Solow, general manager of Consoli- 
dated Film Industries, at a luncheon 
meeting for producers in Hollywood 
on December 1. 

The process admittedly is an in- 
terim procedure until Eastman Ko- 
dak Company brings out its planned 
l6mm color inter-negative material. 
As developed and tested at Consoli- 
dated Film Industries, the interim 
process uses existing materials in a 
new way. From the Kodachrome 
original, a negative is made on 
16mm Eastman color camera nega- 
tive (formerly available only in 
35mm size) and 16mm color release 
prints are made from the negative. 

Color in the final prints is very 
good, as demonstrated at the Holly- 
wood meeting, and the prints are as 
good or better than release prints 
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made directly from the original. But 
the advantages of having a negative 
or negatives from the original from 
which to make prints are well known 
to producers who have seen the 
16mm originals deteriorate when a 
large quantity of release prints are 
required. 

Previously, the only way an inter- 
negative could be produced was by 
enlarging the 16mm original to a 
35mm _ negative and then reducing 
the 35mm negative to a 16mm re- 
lease print. This never was very 
satisfactory, but was necessary when 
a negative was needed. 

Eastman Kodak Company has an- 
nounced plans to release a 16mm 
negative material in the near future, 
but until that time, this interim 
process developed by Consolidated 
offers 16mm prints at considerably 
lower cost than enlargement to 
35mm negative and reduction to 
16mm color prints as offered before. 


at *% oa 


Camera Equipment Company 
Consolidates Its Operations 

* Component branches of Camera 
Equipment Company are scheduled 
to be consolidated under one roof 
at 315 West 43rd Street, New York, 
early in February. This move is 
termed by the company “the most 
important milestone” in its 19-year 
history. 

The consolidation is planned to 
bring about a more cohesive and 
efficient operation and provide new 
customer advantages. The company 
entrance wil! be on the ground floor, 
eliminating dependence on elevator 
service. The new showroom will 
have more than triple the space of 
the present quarters, permitting at- 
tractive display of motion picture 
and television equipment. All rentals 
will be accessible from the main 
floor from a_ private loading 
entrance. 

Manufacturers of the Professional 
Junior Tripod, Camera Equipment 
Company also repairs and services 
professional cameras and specializes 
in solving engineering problems re- 
lated to taking and making films. 
The company plans to broaden and 
extend its rental service of cameras, 
lights, sound and editing equipment. 

Starting at 1600 Broadway, pres- 
ent headquarters, the organization 
consisted of Frank C. Zucker, Marga- 
ret Zucker, Eugene H. Levy and 
Charles Theurer, who now is super- 
intendent of the repair department 
and machine shops. Additional space 
was acquired on the third and fourth 
floors at 1600 Broadway. Later, a 
manufacturing unit was established 
at 253 West 64th Street and the 
lighting equipment department was 
moved to 304 West 43rd Street. 
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/ My job is to put across a story. 
S making of the original from which | 


came. But once we prints were made 


My sponsor spent many dollars in the 4 
j and showings began, he neglected me. 
/ Now I’m damaged goods . . . I’m dirty 

... [ve picked up oil spots... I'm 


\ 
\ 


beginning to buckle and curl...1 have 
many unsightly scratches ...1 see the 
audience getting irritated, because my 


defects show up on the screen. 


As a result my sponsor is no longer E 

getting full benefit from all he in- 

vested in the original and in me and 

my fellow prints. 
Yet my sponsor can correct my defects 
... in fact he could have prevented 
many of them from happening in the 
first place . . . at so little cost. 

Because I like to see an investment 

pay off, dear sponsor, ask Peerless 

how you could have started me off 
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right and how, now that I am in trou- 
ble, you can have me put back in the 
pink of condition — to serve you in 
the way | should. 
Help me to be all | can be. 


I want to live along and useful life... 


OJP . 2 Dae 


and do a good job for my sponsor. 


Ahk 
| la 


EERLESS 


FILM PROCESSING CORPORATION 
165 WEST 46th STREET, NEW YORK 36, N. Y. g 
959 SEWARD STREET, HOLLYWOOD 38, CALIF. Z 




















Write for brochure: Peerless Reconditioning \ 
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Above: “Filmagnetic’ twin-head camera unit 
in Auricon camera; finger points out pre- 
striped magnetic sound film. 


“Filmagnetic’’ Unit Affords 
16mm Hi-Fi Sound Flexibility 
* With new Auricon “Filmagnetic” 
equipment, the professional 16mm 
film producer now has his choice 
of single-system magnetic or opti- 
cal sound-track with his picture, 
on the same film at the same time, 
according to Berndt-Bach, manu- 
facturer. 

The complete Filmagnetic outfit 
consists of a highly functional mag- 
netic sound-on-film camera record- 
ing unit weighing only 4 ounces, 
and a compact 7 pound amplifier 
fitted into a cowhide-leather carry- 
ing case, 

Auricon Filmagnetic produces lip- 
synchronized “talking pictures” and 
music of quality, on l6mm black 
and white or color film pre-striped 
for magnetic sound before it is ex- 
posed to light. Filmagnetic is an 
optional feature, available for fac- 
tory installation on all new o1 
Sound-On- Film 


being installed at 


Auricon 
Cameras. After 


existing 


the factory in any Auricon Camera, 
the Filmagnetic unit can be tempor- 
arily removed without the use of 
tools, thus providing a choice of 
high fidelity 
sound tracks. 


optical or magnetic 


Filmagnetic drastically reduces 


the weight and complexity of equip- 
Below: super-portable ‘Filmagnetic’ Model 


MA-10 amplifier carries easily in leather case 
with shoulder strap; weighs only 7 pounds 








NEW AUDIO-VISUAL EQUIPMENT | 


ment needed while shooting a sound 


picture, the manufacturer points 


out. It eliminates the need for a 
clap-stick syne-mark at the start of 
each scene, being single-system and 


already synchronized. Editing flexi- 
bility is provided as the magnetic 
sound-track allows high fidelity re- 
recording of “single-system” into 
“double-system” for editing of only 
those scenes which are to be used 
in the final picture. 

Auricon Filmagnetic provides ad- 

















Recent Equipment Developments for Production and Projection 


vantages of magnetic recording, 
with instant earphone monitoring 
of the actual just-recorded Filmag- 
netic sound-track inside the Auricon 
Camera. Only 1/50th of a second de- 
lay occurs between the sound being 
picked up by the microphone, and 
the same sound being reproduced 
from the Filmagnetic sound-track, 
through the monitoring headphones. 
Sound heard in the monitor already 
is recorded inside the camera. 

For further details about Filmag- 


lf you need a 






















































































































IN 15 YEARS ... NO ONE HAS DUPLICATED THE 
MOVIE-MITE ... IN WEIGHT, SIMPLICITY, OR PRICE 


for information write to... 











THE CALVIN Co. 


1105 TRUMAN ROAD 
KANSAS CITY 6, MISSOURI — HA. 1230 


BUSINESS 


netic, write to: Mr. A. N. Brown, 
Sales Manager, Berndt-Bach, Inc., 
6900 Romaine St., Hollywood 38, 
California. 4 


* & * 


Victor Announces New 12-Inch 
High-Fidelity Speaker for 16mm 
* Victor Animatograph Corpora- 
tion, Davenport, Iowa, has an- 
nounced a new 12° separately cased 
speaker to be used with its portable 
16mm sound motion pictur projec- 
tors. 

The speaker is rated at full 25 
watts and response is said to be 
ideal on modern sound tracks. It 
has a high degree of moisture and 
temperature resistance in voice coil, 
cone and spider. It also incorpo- 
rates a dustproof voice coil to elimi- 
nate field duty problems and an 
Alnico 5 magnet. An armored cone 
basket provides protection for the 
cone from damage from within the 
enclosure. A metal grille protects 
the cone from damage from without 
the case. 

The new speaker is enclosed in a 
plywood case with forest green plas- 
tic impregnated covering and satin 
chrome trim to match the projectors. 
Radiant’s “Educator” Screen 
Features Safety Roller Lock 
* A new wall-type projection screen 
model, designed for classroom and 
training use, has been announced 
by Radiant Manufacturing Corp., 
Chicago. 

The “Educator” Wall Model fea- 
tures an exclusive automatic roller 
lock which provides smooth roller 
action, even hanging of fabric and 
positive protection against the fabric 
pulled 


being beyond the 


edge, the manufacturer says. 


ple ture 


The new model is provided with a 
functional “tear-drop” design case. 
said to afford maximum stability. 
Supplied with “Vyna-Flect” flame- 
and-mildew-proof glass-beaded fab- 
ric, it is available in six sizes: 37” x 
50° to 70° x 70°. The model is de- 
signed to be mounted on either wall 
or ceiling. 


Radiant’s “Educator” Wall Screen 
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Here’s the CPE outdoor screen as 
set up for a recent Dodge showing. 


Portable Wide Screen Built for 
Outdoor Use by Chicago Firm 
* A portable, easily-erected outdoor 
CinemaScope screen has been de- 
veloped by Commercial Picture 
Equipment, Inc., for Dodge Motor 
Division. The mat white foldable 
screen surface is 16’ x 40’ and 
mounted on an aluminum frame 
standing 22 feet high and designed 
to withstand winds of 60 miles per 
hour. 

Built primarily for portability 
and lightness of weight. the entire 
unit can be erected or dismantled 
by eight men in less than four hours. 
Utilizing aluminum throughout and 
CPE’s Fast-Fold rubberized mat 
white surface, no difficulty is experi- 
enced with inclement weather, the 
manufacturer says. To prevent the 
screen surface from billowing, thin 
aluminum panels approximately 4’ 
x 8 provide a solid “air tight” 
backing. 

The framework, screen and speak- 
ers are assembled on the ground 
eliminating the need for ladders or 
scaffolding. The rear “stiff legs” and’ 
the front vertical members form a 
toggle arrangement permitting the 
complete unit to be raised to a 


film in television. 


TV POTENTIAL? 


Write for our free booklet, “Syndication of Spon- 
sored Films to Television Stations” for realistic 
information on how to determine the number of 


telecasts and the coverage you can expect from your 


vertical position by means of several 
sets of blocks and falls. Weight of 
the complete screen is under 1500 
pounds. 

6 3.9 
Mart Adds Magnetic Playback 
to Dual Reader Equipment 
® The Camera Mart, Inc., New York, 
has announced the addition of a 
magnetic playback head model to 
its optical Dual Reader equipment. 
The magnetic playback head is ad- 
justable to track position for 16mm, 
17.5mm and 35mm magnetic film 
as well as l6mm and 35mm Magna- 
stripe film. 


As with the optical model, the 
new magnetic unit may be used with 
any l6mm or 35mm silent motion 





picture viewer to match picture with 
single or double system sound. In 
combination with the optical sound 
reprodutcion head, the Dual Reader 
offers film editors a much wider 
latitude in editing operations. 

With the combination model it is 
possible to check a 35mm composite 
picture with optical sound against a 
second magnetic track. When the 
film has both Magnastripe and opti- 
cal track together on the same film, 
the combination Dual Reader will 
check one against the other. 

The magnetic model complete 
with amplifier and base is priced at 
$185.00. The combination optical- 
magnetic model is priced at $295.00. 
For further details, write to The 
Camera Mart, Inc., at 1845 Broad- 
way, New York 23, N.Y. 





INDUSTRIAL FILM DIVISION 


“specialized syndication” 


STERLING TELEVISION €0., INC. 








205 EAST 43rd STREET NEW YORK 17, N.Y. 


NUMBER 8 VOLUME 16 + 1955 


economical e professional 


motion picture production 


FILM ASSOCTATES 


‘ 


610 NORTH WOODWARD AVENUE 


BIRMINGHAM, MICHIGAN 


TELEPHONE MIDWEST 44-3619 


ASSOCIATED STUDIOS IN 
DETROIT — CHICAGO 
NEW YORK —"“BALTIMORE 
WASHINGTON — ST. LOUIS 
NEW ORLEANS — HOUSTON 
SAN FRANCISCO — LOS ANGELES 


JAMES E.. MacLANe 


Execu+riveé PRODUCER 


21 years professional 


experience in film production 


GIVES YOU THE IMPACT; MOVEMENT AND FLEXIBILITY 
OF MOTION PICTURES ON A SLIDE PRESENTATION. BUDGET 


Cellomatic offers you a complete visual staff. Art, 
color photography, photo processing, typography and 
creative production departments are all under one 
roof. This insures your sales meeting the ideas, eye 
appeal, visual impact and professional showmanship 
it must have. 





* CELLOMATIC CARBON ARC ‘i 
PROJECTION anal 


Front or rear — 
Sizes up to 15’- IN DRIVES: | 
EFFICIEg Y 


e CELLOMATIC FILM \q 
e SLIDES > 


re, | 

e VU-GRAPH } Pa ECONOMY 
e SLIDE FILMS . 

e SALES TRAINING AIDS 


e STAGING SPECIALISTS 


Write for information today. 
Better yet, see Cellomatic 
in action at... 





156 SEVENTH AVE., NEW YORK 


Plaza 7-7895 
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HERE IT 1S....... 


me DUAL READER 





PATENT 
PENDING 





NOW AVAILABLE FOR OPTICAL 
AND MAGNETIC SOUND! 


The Dual Reader which was received with such enthusiasm 
by film editors is now available for both optical and mag- 
netic sound reproduction. Edit picture with double system 
magnetic or Magnastripe, or check an optical print against 


a magnetic track. For 16mm and 35mm. 


Send for descriptive literature. 


THE CAMERA e MART, Nc. 


1845 Broadway at 60th St. 
NEW YORK 23, NEW YORK 


Phone: Circle 6-0930 
CABLE: CAMERAMART 





For the finest quality in 









































The OLDEST 16mm Film Laboratory 
is now first with the NEWEST! 


Hollywood Film offers the newest facilities 
in the 16mm field, with odvanced methods and 
special equipment thot enable us to offer 
































quality and service unequalled anywhere. 





Included among our new editing services ore 








zero cuts and variable length dissolves from 
12 to 96 frames to provide perfect fades and 
dissolves, without cutting the original scene. 

















The Oldest 
and Most 
Experienced 
16mm Film 
Laboratory 













































16MM COLOR PRINTS 


Come to Hollywood Film... 
The Leading Film Lab since 1907! 





COMPLETE 16mm 
Laboratory Service... 


HOLLYWOOD 
ENTERPRISES, INC. 


Reduction and Contact Printing 


Negative Developing and 
Reversal Processing 


Release Prints in Color or 
Black-and-White 


Kodachrome Duplicating 
Shipping & Receiving Service 
Free Projection Service 


Free Editing Rooms and 
Storage Vaults 


FILM 


6060 SUNSET BOULEVARD 
HOLLYWOOD 28, CALIFORNIA 
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Recent Equipment Developments for Production and Projection 


Worrall Geared Camera Head 
Offered Studios by S.O.S. Corp. 
® The Worrall Geared Camera Head, 
recently introduced by distributor 
5.0.5. Cinema Supply Corp., is a 
precision-built geared camera head 
to accommodate the Mitchell BNC 
and similar weight cameras. It fea- 
tures a two-speed dual track, pan or 
hi-speed tilt which can easily follow 
a person getting up from a chair. It 





Worrall Geared Camera Head 


has an adjustable tie-down screw 
for balance and the pan and tilt 
gears disengage as the head “floats” 
friction free on balls or rollers. Two 
large diameter handwheels complete 
the assembly. 

Exactly balanced for the Mitchell 
BNC and key light, the Head is also 
used on an extension platform for 
Mitchell NC and other cameras. The 
Worrall fits any tripod, dolly, boom 
or crane. It weighs 80 pounds and 
is priced at $1350.00. 

More detailed information is 
available from $.0.S. Cinema Sup- 
ply Corp., 602 West 52nd Street, 
New York, or from the Western of- 
fice at 6331 Hollywood Blvd., Holly- 


wood. 
te a * 


Versatile Animation Stand 
Announced by Saltzman, Inc. 
*A new model No. 111-E Anima- 
tion and Special Effects Camera 
Stand has been announced by J. G. 
Saltzman, Inc., New York, sales 
distributor for Caesar Manufactur- 
ing, Inc. The stand is described as 
ideal for animation, titles, stills, car- 
toons and trick photography. 

The stand is used for industrial, 
educational, television and enter- 
tainment motion pictures. It is made 
to serve the multiple tasks of the 
animation field to take angle 
shots and zooms, matching zooms, 
spinning and other photographic re- 
quirements. 

Among the unit’s new features 
are: a Floting Peg Bar System with 
adjustable platen holder which can 
rotate up to 30 degrees independent- 
ly of the table; a new lens mount 
pick-up with auto-focus feature en- 
abling user to change camera with- 
out changing the arm, a new 
shadow-board of heavy construction 
with special attachments for wipes 
and other effects. 


Other features include: special 
clutch motors that can be operated 
manually or electrically without dis- 
engaging any gears; a new counter- 
balanced platen with interchange- 
able parts. The table has a peg bar 
release allowing removal of peg 
bars without cranking; 30° north 
and south, east and west movement 
with a full 90 degree rotation of 
east and west, affords a total of 60 
degrees east and west. The degree 
movement of east and west allows 
user to make diagonal movements 
with only one control. Further in- 
formation is available from the com- 
pany at 480 Lexington Ave., New 
York 17, N.Y. It 

* at “* 
Auravision Records by Columbia 
* Columbia Records’ Transcription 
Department has introduced a new 
product called Auravision which 
provides recorded speech or music 
on specially treated printed surfaces 
of any size or shape, from postcards 
for mailing to instructional bro- 
chures or package inserts. Aura- 
vision will be available in any rec- 
ord speed and can be reproduced on 
any standard phonograph. 


Qualety eh 


FILM SHIPPING CASES 








Did you ever consider the mileage 
per dollar you get out of a shipping 
case? We have! That’s why we've 
built these new cases with more 
than usual care. They’re made of 
best quality non-vulcanized fibre, 
strongly fabricated, and reinforced 
with steel corners. Here is low 
priced protection for your films in 
transit. Also available in hard vul- 
canized fibre. 


See your nearest dealer or write 
direct to manufacturer for catalog. 


WM. SCHUESSLER 
341 W. SUPERIOR ST. 
CHICAGO 10, ILLINOIS 
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“PRINCIPAL PRODUCT”: 
(CONTINUED FROM PAGE 37) 
mon name at all. At least there’s no 
doubt that Junebug has grown up 
around f-stops and the like and 
comes by his talents honestly. 

In the course of the picture- 
making, Junebug shot up a prodigi- 
ous quantity of film in his own 
Leica. The production plan called 
for having another still man, of 
course, to do the stills that would 
finally appear in the film as June- 
bug’s work . . . a forgivable switch 
in the light of the acting job the 
boy had to do. But that was not the 
way it worked. When everybody's 
negatives finally landed in the en- 
larger, more than half of the best 
ones turned out to be Junebug’s. 

End result? Sponsor happy. Dir- 
rector happy. Audiences bound to 
be happy. Producer happy but 
worried, The problem: Junebug is a 
valuable talent, but in a couple of 
years — say at age eight — he'll be 


too old. Ly 


+ * we 
Sam Orleans Starts Mobile 
Production Service in South 
*Sam Orleans, on the production 
side of motion pictures since 1914, 
is making available a fully equipped 
mobile production unit for use on 
productions in the South, South- 
west and Midwest. 

Orleans has all types of operating 
equipment, plus trained operators, 
available on a rental basis. Lights, 
reflectors, cables, syne type record- 
ers, and 35 and 16mm cameras can 
be rented, as well as paneled trucks 
displaying the production company’s 
name on the side 
able on request. 


. Crews are avail- 


Producers who are interested in 
doing location work in any of these 
sections may now save the cost of 
moving equipment and_ personnel 
into the area, the company points 
out. 

Sam Orleans and Associates, Inc.. 
have been in business in Knoxville, 
Tennessee. since 1946, specializing 
in industrial films, technical shorts 
and background for Hollywood pro- 
ductions. 


WORLD NATURE FORGOT: 


(CONTINUED FROM PAGE 39) 


spent hours in fascinated study be- 
fore writing original music for the 
“molecule ballet”. Cameraman Vic- 
tor Hotchkiss described the process 
in a technical paper titled A Report 
on the Halation Apparatus. 

While the British end of the film- 
ing had been progressing, the bulk 
of the footage, which included some 
out-of-the-ordinary stop motion se- 
quences of photosynthesis, was being 
made by MPO camera crews in this 
country. Some imaginative color 
camera techniques involving the use 
of filters in filming normally dull 
industrial plant interiors, helped 
sustain the high pitch set by the 
molecule sequence. 

Plastics, the film shows, play a 
dual role. Some end products are 
seen and touched daily in modern 
homes. Other applications are less 
obvious, because they represent the 
combining of totally different ma- 
terials to fill specific needs. For ex- 
ample, the hull of a midget Navy 
submarine, which swims close to the 
camera in a remarkable underwater 
shot, represents a combination of 
polyester resins with glass fibers. 

Probing the future, the film pon- 
ders the city of tomorrow, as sug- 
gested by the great advances being 
made in laboratories and plants to- 
day. Like every city ever built, the 
it will be a 
city “transformed by man and his 
chemistry . . . a city built from the 
world that nature forgot.” Ne 

+e at % 
Neumade Issues New Catalog 
* A new catalog of its visual equip- 
ment has been issued by Neumade 
Products Corp., New York. 

Neumade’s Catalog No. 35 con- 
tains over 150 new items added to 
the manufacturer's 
16mm, 


film notes in closing. 


35mm _ and 
wide screen and television 
accessory line. The catalog includes 
equipment for the filing, 
shipping and editing of motion pic- 
ture film of all types. 

The catalog is available from: 
Neumade Products Corp., 250 West 
Sith’ Street, New York 19, N. Y. 


storage, 





COLOR SLIDEFILMS 


FOR INDUSTRY 


COLOR FILMSTRIPS 


FOR EDUCATION 


Specialized equipment and the know-how of a group of specialists who 
have worked together in producing over 550 color films. If you want 
a complete production or require specialized assistance on any production 
problem, contact Henry Clay Gipson, President . . . 


FILMFAX PRODUCTIONS, 10 E. 43, N.Y. 17, N.Y. 
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It Sells— 
On Sight 


THE COMPLETELY 
DEPENDABLE SALESMAN 
SELLING YOUR PRODUCT— 
YOUR STORY—ENDLESSLY 
WITHOUT SUPERVISION 


@ Self-contained speaker 
@ 800-foot continuous film reel 


Direct sales are easier . . . promotion more potent . . . training work 
simpler . . . operating costs dramatically lower with the Busch CINE- 
SALESMAN 16mm continuous movie projector on your staff. Hundreds 
of CINESALESMAN projectors are now selling for scores of national 
concerns everywhere. Look for the CINESALESMAN, it’s sure to catch 
your eye and ear at conventions, sales presentations, displays, point of 
sale locations, trade shows . . . in fact, anywhere and everywhere that 
sound and motion are combined for more effective, potent sales impact. 
Color or black and white, sound or silent, any 16mm film works al- 
ways in the CINESALESMAN .. . and the Busch CINESALESMAN 
always works for you! 






Performs in 
lighted room 


@ Self-contained screen 
@ Pre-threaded film 





BUSCH FILM & EQUIPMENT COMPANY 


212 South Hamilton Street 


Saginaw, Michigan 
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Library 


A SUPERB COLLECTION OF 
MOOD AND BRIDGE MUSIC 








For Details Write: 


| AUDIO-MASTER Corp. 
| 17 East 45th St. - New York 17, N. Y. 
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SERVING THE ART 
AND 
ANIMATION NEEDS 
OF 
MOTION PICTURE 
PRODUCERS 
EXCLUSIVELY 
a 
159 
EAST CHICAGO AVE. 
CHICAGO 11, ILL. 


SUperior 7-8985 











(Hay Lytton 
PRODUCTIONS 


* Motion Pictures 
* Slide Films 





Lisle, Illinois 
Phone: Downers Grove 2851 / 








IMMEDIATE CASH 
CAMERA EQUIPMENT 


NEED EYEMOS (SINGLE LENS AND TURRET), 
MITCHELLS, ARRIFLEX, DE BRIES, B&H STAND- 
ARDS AND HI-SPEEDS, WALLS, AKELEYS, CINE 
SPECIALS, AURICONS, MAURERS, FILMOS. 
ALSO BALTARS, COOKES AND OTHER LENSES. 
SOUND STAGE, LABORATORY AND EDITING 
EQUIPMENT OF ALL TYPES REQUIRED. PLEASE 
SHIP INSURED OR FORWARD DESCRIPTIONS 
AIRMAIL. IMMEDIATE PAYMENT. 


GORDON ENTERPRISES 
5362 N. CAHUENGA + N. HOLLYWOOD, CAL. 
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NOTES FROM THE NEWS AT PRESSTIME 


* The Cellomatic Corporation has set up a sub- 
sidiary to handle film productions created off the 
Cellomatic projector. 


The subsidiary company, Cellomatic for Films, 
has its sales headquarters at 535 Fifth Ave., New 
York, and will be directed by Paul F. Adler, who 
will at the same time maintain his connection 
with Affiliated Program Service, Inc., which he 
has headed for the past six years. 

Gilbert 
executive vice-president in charge of operations 
by the Cellomatic Corp. 

Mr. Zingaro has been with Cellomatic for the 
past five 


Concurrently, Zingaro was named 


years. In his new position he will 


be responsible for equipment, operators and 
scheduling. Vd: 
* * Hw 


Jersey Standard a Pioneer in the Editing 
of Industrial Films for Public Service TV 

* Standard Oil Company (New Jersey) was one 
of the first companies to begin editing industrial 
The initial effort was in 
1950 when the company produced a television 


films for television use. 


version of a film on exploration for oil in west- 
ern Canada entitled Search Unending. A second, 
Model Masterpieces, dealt with the detailed con- 
struction of a model of a giant oil refinery. Both 
films were well received and widely used by 
television stations, and this reaction led to the 
decision by the company to produce the new 
Journey series. 

Producers who have worked with Jersey Stand- 
ard in the production of these films include Tele- 
news Productions, Information Productions. and 
Morton McConnachie Productions. 


od w * 


Reeves Sound Studios Issues Disc Price List 
* Reeves Sound Studios, Inc.. 
price list of its disc division, headed by manager 
John F. Vorisek. With few exceptions, 
costs have increased for some processing or press- 


has issued a new 
where 


ing items, Reeves prices have remained un- 


changed since 1952. The company particularly 





Tempo Bold 


Above line set in 42 point. 


Available in 18, 24, 30, 36, 42, 48,60 & 72 point sizes 


the most practical of 
all typefaces for motion 
picture and slidefilm titles 


One of many typefaces available in Knight Studio Titles 


KNIGHT STUDIO 


159 East Chicago Avenue, Chicago 11, Illinois 





points out its $25 per hour studio time charge 
for voice recordings as one of the biggest 
bargains in the industry. a 
un % a 

Help for Harried Taxpayer: Accountants 
Sponsor Internal Revenue Problems Film 
* Helping the Taxpayer — What Happens When 
the Government Questions Your Tax Return, a 
14% min. film produced for the American Insti- 
tute of Accountants, in cooperation with the In- 
ternal Revenue Service, by Willard Pictures, Inc., 
is again being promoted as a helpful service to 
taxpayers in the trying months from January 
through April. 

Association Films, Inc. is handling distribution 
through its Tele-Exchanges and promises quick 
service to TV stations wishing to schedule the 
film during this period. 

~ 


* * 
New Plastic Filmstrip Containers Made By 
Eastern Manufacturer: Solve Old Need 
* The long-felt need for “something different” 
and better in the way of filmstrip containers for 
both the educational and industrial fields has 
apparently been answered by an Eastern plastics 
manufacturer, Plastican Corp. 

The new filmstrip containers are promised to 
be colorful, strong and now minimize damage to 
valuable color strips subjected previously to tin 
offers five bright 
shades and the user will have optional change of 


can edges. The color range 
base and lid, thus providing 10 color combi- 
While awaiting receipt of 
samples, which the Editors of Business SCREEN 
will thoroughly check for durability, etc., further 
editorial coverage of this important new product 


nations and more. 


is promised in the forthcoming issue. 
% 


a * 
Walter Scott, Chief, USDA Motion Picture 
Service to Retire After 17 Years of Service 
* Felicitations and season’s greetings to Walter 
K. Scott, Chief of the Motion Picture Service, 
U.S. Department of Agriculture. Walter Scott re- 
cently completed his third year of direction with 
this pioneer Federal agency and on December 
31st will retire from government service. He is a 
veteran of 17 years with USDA. The name of his 
successor has not yet been announced but to 


him, also, our best for a successful career ahead! 
% * a 

NEMA Sponsors Film on Rigid Steel Conduit 

* The National Electrical Manufacturers Asso- 

ciation has just announced completion of a new 

film Blueprint for Power. This 20-minute sound 

and color film is intended for professional audi- 


It will be reviewed in our next. Ly 


ence use. 
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Reference Shelf 


Useful Catalogs and Booklets 
for the Audio-Visual Library 








Scientific Apparatus Films Are 

Listed in New SAMA Directory 
Fourteen motion pictures on sub- 
jects ranging from optical instru- 
ments to basic electronics are listed 
as available on free loan from 
sponsor-sources in the first edition 
of the Scientific Apparatus Makers 
Association film directory. The 
sponsors are SAMA members. 

Film information is outlined for 
each picture according to title, film 
size, color or b/w, running time, 
description of picture content, and 
source. A helpful strip film teaching 
series dealing with industrial in- 
strumentation and process control 
equipment also is listed for free 
loan or purchase. 

The directory notes that all films 
should be ordered directly from the 
SAMA members sponsoring them. 
The Association public information 
committee acts as a clearing house 
of information only—bringing titles 
to public attention. 

Single copies of the directory may 
be obtained free from: Public In- 
formation Committee, Scientific Ap- 
paratus Makers Association, 20 N. 
Wacker Dr., Chicago 6, Ill. 

* * & 
Allegheny Ludlum Corp. 
Catalog Features 20 Films 
* Twenty 16mm motion pictures in 
sound and color are offered in the 
new Allegheny Ludlum Steel Cor- 
poration catalog of free loan films. 
These pictures cover the production, 
fabrication and end use of the 
special alloy steels stainless, tool 


and electrical produced by the 


company. 

The tidy little booklet describes 
each film briefly in prose and with 
a photographic “still.” Notes on 
projection, booking, shipping and a 






Plus features never before 

offered! 

o Instant Selection from 
Wide Choice of 12 Slides 
in Full View — (Finger 
slits). 

Safely Holds & Displays 
12, 2x2” (card mounted) 
Slides on 1 page! 

Fits Standard %-ring Binder or in 8%x11" 
File Cabinet+Sturdy mounting board constr. 

Great for INDUSTRY, INSTITUTIONS, etc. 


Only £8.75 for Pack of 25! GUARANTEED! 
Order Direct or Thru Your Dealer 


BURKE G JAMES. Inc. cnicac 


NUMBER 8 + VOLUME 


return postcard for booking are in- 
cluded. 

Write to Allegheny Ludlum Cor- 
poration, 2020 Oliver Building, 
Pittsburgh 22, Pa. 

% ao * 
190 Business Films Listed 
in B.E.F. Catalog of Rentals 
* More than 190 titles of rental 
motion pictures for use in business 
education are listed in the 1955-56 
catalog recently announced as avail- 
able by Business Education Films, 
New York. 

The 18-page catalog classifies busi- 
ness films under the following sub- 
ject headings: accounting, advertis- 
ing, banking, bookkeeping, business, 
business arithmetic, business Eng- 
lish, communication, consumer edu- 
cation, economics, finance, home 
economics, industrial management, 
insurance, law, office machines, of- 
fice practices, parliamentary law, 
personnel management, public rela- 
tions, public speaking, retailing. 
salesmanship, secretarial practices, 
shorthand, typewriting, transporta- 
(CONTINUED ON THE NEXT PAGE) 











VIDEO FILM LABORATORIES 
Complete Laboratory 16MM Service for 
Producers Using Reversal Process 
Also 16MM Negative and Positive Developing 
Write for Price List 
Video Film Labs are now located at 
350 W. 50th St., New York 19. JUdson 6-7196 











Sell Your Ideas 


PRESENT THEM WITH A . 


COMPLETE MOTION PICTURE EQUIPMENT 


RENTALS 


FROM ONE source 





CAMERAS LIGHTING 


MITCHELL Mole Richardson 
16mm Bardwell McAlister 
35mm Standard Colortran 
35mm Hi-Speed Century 
35mm NC @ 35mm BNC Cable 
Spider Boxes 
BELL & HOWELL Bull Switches 
Standard ® Eyemo ® Filmo Strong ARC-Trouper 
10 Amps 110V AC 5000W- 
ARRIFLEX 2000W-750W 
lémm © 35mm CECO Cone Lites 
(shadowless lite) 
WALL Gator Clip Lites SOUND EQUIPMENT 
Born Doors Magnasync-magnetic film 
Diffusers Reeves Magicorder 
Mole Richardson Booms and 
Perambulators 


EDITING 


Moviolas ® Rewinders 
Tables ® Splicers 
Viewers (CECO) 


GRIP EQUIPMENT 
Parallels ® Ladders 

2 Steps ® Apple Boxes 
Scrims ® Flags 

Gobo Stands 

Complete grip equipment 


35mm single system 


ECLAIR CAMERETTE Di - 
35mm © 16/35mm eeneare 

Sie Reflectors 
Combination 


Portable Mike Booms 
Portable Power Supplies to 
operate camera and recorder 


AURICONS 

all models single system 
Cine Kodak Special 
Maurer ® Bolex 

Blimps ® Tripods 


WE SHIP VIA AIR, 
RAIL OR TRUCK 


DOLLIES 

Fearless Panoram 
Cinemobile (CRAB) 
Platform © Western 
3 Wheel Portable 


FRANK Cy TUCKER 


( AMERA CQuipment ©. 
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traveling or one time shows. 


RENT OR BUY 


7& * B9EE 


. . « beyond belief! 


Standard Port-a-Stages and new unique de- 
sign Port-a-Stages are engineered for 
strength and are rock steady. Practical for 


aa 


WRITE FOR FREE CIRCULAR 


“COMMERCIAL PICTURE 
EQUIPMENT, INC. 


1800 W. COLUMBIA oxe9. EE 





CHICAGO 26, U.S.A 
BRiargate 4-7795 
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NATIONAL DIRECTORY OF VISUAL EDUCATION DEALERS 


EASTERN STATES 


¢ CONNECTICUT ¢ 
Rockwell Film & Projection 
Service, 182 High St., Hartford 5. 


¢ MASSACHUSETTS « 


Cinema, Inc., 234 Clarendon St., 
Boston 16. 


¢ NEW JERSEY « 
Slidecraft Co., 142 Morris Ave., 
Mountain Lakes, N. J. 


Association Films, Inc., Broad at 
Elm, Ridgefield, N. J. 





e NEW YORK e 
Association Films, Inc., 347 
Madison, New York 17. 


Buchan Pictures, 122 W. Chip- 
pewa St., Buffalo. 


Comprehensive Service Co., 245 
W. 55th St., New York 19. 


Crawford, Immig and Landis, 
Inc., 265 West 14th Street, 
New York 11, New York 


The Jam Handy Organization, 
1775 Broadway, New York. 


Ken Killian Co. Sd. & Vis. Pdts. 
17 New York Ave., Westbury, 
N.Y. 


8. O. S. Cinema Supply Corp., 
602 W. 52nd St., New York 19. 


Training Films, Inc., 150 West 
54th St., New York 19. 
Visual Sciences, 599BS Suffern. 


° PENNSYLVANIA « 
The Jam Handy Organization, 
Gateway Center, Pittsburgh 22. 
J. P. Lilley & Son, 928 N. 3rd 

St., Harrisburg. 


Lippincott Pictures, Inc., 4729 
Ludlow St., Philadelphia 39. 


* WEST VIRGINIA « 


B. S. Simpson, 818 Virginia St., 
W., Charleston 2, PH 6-6731. 





SOUTHERN STATES 


¢ ALABAMA « 

Lewis M. Stone, Projector Serv- 
ice. “Specialized in Service.” 
1409 Ford Ave., Tarrant City 7, 
Ala. 





* FLORIDA « 


Norman Laboratories & Studio, 
Arlington Suburb, Jacksonville. 


® GEORGIA « 
Colonial Films,71 Walton St., 
N.W., ATwood 7588, Atlanta. 


Stevens Pictures, Inc., 101 Walton 
St., N. W., Atlanta 3. 


* LOUISIANA e¢ 
Stanley Projection Company, 
211% Murray St., Alexandria. 


Stevens Pictures, Inc., 1307 Tu- 
lane Ave., New Orleans. 


Delta Visual Service, Inc., 815 
Poydras St., New Orleans 13. 


¢ MISSISSIPPI ¢« 


Herschel Smith Company, 119 
Roach St., Jackson 110. 


¢ TENNESSEE ¢ 
Southern Visual Films, 687 
Shrine Bldg., Memphis. 


Tennessee Visual Education 
Service, 416 A. Broad St., Nash- 


ville. 


e VIRGINIA ¢ 
Tidewater Audio-Visual Center, 
617 W. 35th St., Norfolk 8, Phone 
Ma 5-1371. 





MIDWESTERN STATES 


e ILLINOIS « 


American Film Registry, 24 E. 
Eighth Street, Chicago 5. 


Association Films, Inc., 561 Hill- 
grove, LaGrange, Illinois. 

Atlas Film Corporation, 1111 
South Boulevard, Oak Park. 


The Jam Handy Organization, 
230 N. Michigan Ave., Chicago 1- 


Midwest Visual Equipment Co., 
3518 Devon Ave., Chicago 45. 


Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5, Mo. 





° IOWA e 


Pratt Sound Films, Inc., 720 3rd 
Ave., S.E., Cedar Rapids, Iowa. 


¢ KANSAS-MISSOURI ¢ 
Erker Bros. Optical Co., 908 
Olive St., St. Louis 1. 


Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5. 


¢ MICHIGAN « 


Engleman Visual Education 
Service, 4754-56 Woodward Ave., 
Detroit 1. 


The Jam Handy Organization, 
2821 E. Grand Blvd., Detroit 11. 


Capital Film Service, 224 Abbott 
Road, East Lansing, Michigan. 


* OHIO 


Ralph V. Haile & Associates, 
326 E. Fourth, Cincinnati 2. 


e OHIO e 


Academy Film Service Inc., 
2110 Payne Ave., Cleveland 
14, 

Fryan Film Service, 1810 E. 12th 
St., Cleveland 14. 

Sunray Films, Inc., 2108 Payne 
Ave., Cleveland 14. 

The Jam Handy tion, 
310 Talbott Building, Dayton 2. 
Twyman Films Inc., 400 West 

First Street, Dayton. 

M. H. Martin Company, 1118 

Lincoln Way E., Massillon. 


WESTERN STATES 


¢ CALIFORNIA ¢ 
LOS ANGELES AREA 


Donald J. Clausonthue Co., 1829 
N. Craig Ave., Altadena 


Coast Visual Education Co., 5620 
Hollywood Blvd., Hollywood 28. 


Hollywood Camera Exchange, 
1600 N. Cahuenga Blvd., Holly- 
wood 28. 


The Jam Handy Organization. 
1402 Ridgewood Place, Hol- 
lywood 28. 


Ralke Company, 829 S. Flower St., 
Los Angeles 17. 


Spindler & Sauppe, 2201 Beverly 
Blvd., Los Angeles 4. 





SAN FRANCISCO AREA 


Association Films, Inc., 351 Turk 
St., San Francisco 2. 


Westcoast Films, 350 Battery St., 


San Francisco 11. 


¢ COLORADO « 


Dale Deane’s Home Movie Sales 
Agency, 28 E. Ninth Ave., Den- 


ver 3. 


¢ OKLAHOMA e 


Cory Motion Picture Equip- 
ment, 522 N .Broadway, Okla- 
homa City 2. 


¢ OREGON ¢ 


Moore’s Motion Picture Service, 
33 N. W. 9th Ave., Portland 
9, Oregon. 


e TEXAS ¢ 


Association Films, Inc., 1108 
Jackson Street, Dallas 2. 


George H. Mitchell Co., 712 N. 
Haskell, Dallas 1. 


e UTAH ¢ 


Deseret Book Company, 44 E. So. 
Temple St., Salt Lake City 10. 


USE THIS DIRECTORY TO LOCATE THE BEST IN EQUIPMENT, FILMS AND PROJECTION 





REFERENCE SHELF: 


(CONTINUED FROM PRECEDING PAGE) 


| tion and vocational guidance. A title 


index is included. 

The running time. rental fee and 
content matter of each motion pic- 
ture is briefly stated and booking 
procedures are treated. 

Free copies may be obtained by 
writing to Business Education Films, 
Film Center Building, 630 Ninth 
Ave., New York 36, N.Y. 

we * * 
Microscopic Filming Methods 
Treated in Kodak Booklet 
* A 28-page booklet, “Motion Pic- 
tures Through the Microscope,” 
has been issued by Eastman Kodak 
Company. 

Prepared as a complimentary pub- 
lication to the Kodak Data Book, 
“Photography Through the Micro- 
scope,” the new booklet has been 
published in answer to the request 


| of many microscopists and covers 
| the additional technical problems in- 


volved in making motion pictures 
through the microscope. The latest 


methods are discussed in detail. 


The booklet may be obtained 
without charge by writing Sales 
Service Division, Eastman Kodak 
Company, 343 State Street. Roches- 
ter 4, N.Y. 

oem e — 

Manual on Film Cataloging 

* Applications for business film li- 
brarians starting out to organize or 
re-arrange their film collections may 
be found in the “Manual for Use in 
the Cataloging and Classification of 
Audio-Visual Materials for a High 
School Library.” 

Prepared by Miss Eunice Keen, 
librarian, Lakeland High School, 
Lakeland, Florida, the manual gives 
practical and up-to-date aid to li- 
brarians in the job of simplifying 
the cataloging and 
process. 


classification 


Illustrations of catalog cards are 
shown and directions clearly given 
for cataloging films, filmstrips, 
slides, maps, microfilm, phonograph 


records, recordings and _stereo- 


_ graphs. The manual may be ob- 


tained by writing the author. 





HELP WANTED 


Sales Manager and salesmen 
for audio-visual division. Top 
Lines. Salary and override. 
New car supplied. Must be 
experienced. Established com- 
pany 25 years. Write im- 
mediately. 


CHARLES MAYER STUDIOS, INC. 
130 West Bowery Street 
Akron 8, Ohio 
















NEW YEAR 
RESOLUTION 
YOU'LL EVER 
MAKE: 


SRESOLVED: 


to try out thoroughly during 1956 . 






the personalized service and extra 
attention which come as an auto- 
matic bonus with every job by 


Capital Film Laboratories 


SCOTCH 
e Magnetic2o)Laminate 
® RCA Sound Recording 


CAPITAL tee 


Ta mV -1e)-)-Gae)-1| +l ‘lod © Processing 
® Printing 


® Service Studios 





1905 Fairview Ave., N. E., Washington 2, D. C. 
Telephone: LAwrence 6-4634 



































FROM THE PRODUCERS, OF 
TRe MOTILON. PIC Fibee 


"Rudolph the Red-Nosed Reindeer” 


Je JAM HANDY 
Chganigélion 





HOLLYWOOD 28 
1402 RIDGEWOOD PLACE 


NEW YORK 19 
1775 BROADWAY 


DETROIT 11 DAYTON 2 PITTSBURGH 22 CHICAGO 1 
2821 E. GRAND BLVD. 310 TALBOTT BLDG. GATEWAY CENTER 230 NORTH MICHIGAN AVE. 











